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ADVERTISER'S WEEKLY 


NEWS! 


COLOUR PRINTING WITHOUT BLOCKS 
Display Craft Lid. are employing 
a Battery of the New Automatic 
Screen Printing Machines which 
are remarkable because no 
Colour Blocks are necessary, and 
they print on almost any thick- 
ness of material, The Firm 
produce their own “make ready’ 
and they are, therefore, masters 
of the time-factor Prices for 
long runs are reasonable 


Ring Display Craft Led. BRI. 7871 


Rate Increases 


And Clients’ 
Costs 


Sin,--Mr. Oelrichs's letter on 
the subject of rate increases came 
aS 4 pleasant surprise to me, as 
he is the first advertising agent 
| have met who has taken a 
realist viewpoint on the effect of 
rate increases on his clients’ costs 

I have just been confronted 
with a notice that certain local 
sdvertising rates will be increased 
by 25 per cent next month. This 
represents an increase, by casy 
and “painless” stages, of 43124 
per cent since 1939. Against this 
as a retailer, | am having to 
handle goods at 15 per cent 
igainst 334 per cent in 1939 with 
no opportunity of passing on in 
creased costs on price-controlled 
irticles 

As Mr. Ocelrichs aptly says 

they will price themselves 
out of business.” It will, eventu 
aliy, become a case of the sur 
vival of those with the longest 
purse, 

The newspapers have three 
powerful allies in their campaign 
for soaking the “nich” 

They know that advertisers 
are divided amongst themselves 
and they need not fear any 
combined action in the form 
of cuts in space or the com 
plete withdrawal of advertising 
by one section of the commer 
cial world for, say a week or a 
month, 

Agents, as a whole, take a 
materialistic view and look on 
the increases in terms of extra 
Commission 

Who cares, anyhow, with in 
come tax at 9s. in the pound 
plus, and the retailer acts as 
the buffer between price in 
creases and the public 
Dealing with the first point 

since 1938 I have tried to get 
local retailers together to fight 
increases, and we have left the 
meetings with our hands over our 
hearts and a solemn 
man's” agreement 

spaces Over a given period All 
goes well until 
stuck with a load of merchandise 
that has to be promoted and sold, 
or else! Bang goes the agreement 
ind the newspapers, like little 
Audrey, laugh and laugh and 
laugh and plan their next in 
crease, “avec” suitable excuses 


On point two, Mr. Oclrichs is 


or | 
gentic 
to reduce 


someone gets 
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TO THE 


LETTER 


EDITOR 


GHANEWS! 


the notable 
salute him, 

Point three is self-explanatory, 
but the retailer has to find the 
increased costs out of Govern 
ment controlled margins, etc., 
with no hope of passing them 
on 


| have 


exception, and I 


heard all sorts of 
excuses to try and justify in 
creases, from the increased cost 
of paper to the burden of Lon 
don's playboys, but never a word 


about increasing efficiency to 
reduce internal costs When / 
have mentioned this smal] point 


I have been met with incredulous 
stares and the remark that it is 
much easier to increase our rates 
and revenue 

If newspapers are economically 
incapable of absorbing increased 
costs by increased eflicirency then 
as Mr. O6clrichs says, the only 
inswer is to increase the price 
of the paper to the public. Circu- 
lations would then find their true 
level, we might get better edi 
torial value, and we, as adver 
tisers, might get better value for 
our money 

G. F. W. MALHAM, MS.M.A 

Director, E. Upton & Sons Ltd 
Middlesbrough 


ry’ ° 
Technical Art 
Sim,--We appreciate the com 

pliment of Mr. J. H. Miller 
Wheeler, A.M.LE.S., in illustrat 
ing his article, the “Shortage of 
First Class Art Work Hampers 
Technical Advertisers” Quly 17) 
by examples of our work 
central 
technical artists of 
approved standard ts excellent but 


The suggestion of a 
register of 


our experience suggests the list 
will be short and remain so 

It is not generally known, even 
in the engineering world, that 
technical art is approached by 
means of a five years’ apprentice 
ship to a drawing office, at the 
end of which time the youngster 
has a grasp of the rudiments of 
the work His career is then 
nterrupted by National Service 
ning, he is 
competence 


perspective 


drawings bu ust be pre 
t d to work for some years 
before he acquires the command 
f illustrater’s technique and 
‘ginecring knowledge necessary 
K yroduc i full-scale sectiona 
rerspective neidentally wit! 

t ferenc t chent of 
sight of the act structure 

This is a plodding path which 


certainly brings its own rewards 
though never the fame and 


financial recognition which comes 
to the Heath Robinsons and 
Emmetts. 

Economically (it has been 
found) a technical studio is a 
valuable auxiliary of a full 
publicity service and a high 
proportion of the Hopwood out- 
put is bespoken by the clients 


for whose advertising, catalogues, 


instruction books, spare parts 
lists, we are wholly responsible 
Commissions for individual 


drawings are encouraged since 
our handling of them its one of 
our raost effective forms of mis 
sionary work And there is 
consistent evidence that sectional 
and extruded perspectives for 
working instruction handbooks, 
etc.. are a highly important con 
tribution to the servicing of 
machinery overseas, and case of 
servicing is a factor in selling 
R. HOPWOOD. 

WwW Hopwood & Co Lid 
67a, Mosley Street 
Manchester, 2. 


. . * 
“Austin Magazine” 
Sin.—I have seen in ADVER 
TISER’S WEEKLY recently sugges- 

tions that the motoring journalis 
are reticent about their net sales 
and should like to draw your 
attention to the fact that the 


NT], WHICH SHINES LIKE NEON 


Display Craft Ltd. the well- 
known Display Contractors, are 
producing on their New Auto- 
matic Silk Screen Printing 
Machines, Showcards which 
shine like Neon The Firm are 
Licensees for this remarkable 
new process which is now all the 
rage in the U.S.A. Samples can 
be seen in the Firm's Showrooms 
at 88 Acre Lane, Brixton 


Ring Display Craft Ltd. BRI. 7871 


fustin Magazine has recently be- 

come a member of the Audit 

Bureau of Circulations and that 

its first A.B.C. Certificate may be 
expected in August 

ALAN HESS, 

Public Relations Officer, 

The Austin Motor Company Ltd. 


City Display Scheme 
, ° 
For Kadiology 
Exhibition 

City Display Organisation car- 
ned out the complete shell stand 
scheme for the exhibition being 
held this week in connection with 
the Sixth International Congress 
of Radiology, in the Horticultural 
Halls and the Central Hall, 
Westminster, 

Over-all design of the exhibi- 
tion is in light green to bring 
out the display of intricate X-Ray 
apparatus. The central pylon in 
the new Horticultural Hall has 
been designed by Andrew 
Renton 

City Display had to reinforce 
the floors of most of the stands 
to allow them to carry heavy 
equipment. Of the 78 exhibitors, 
36 are from overseas. 


TWENTY-FIVE YEARS AGO 


In July 1925 


The National Advertising Con- 
vention held at Harrogate in 
cluded sessions on church publi 


city community advertising, 
national vigilance and overseas 
empire trade 

> al . 


A number of national news 
papers sponsored radio pro 
grammes, which generally in- 
cluded a charity appeal 

a » * 

\ weekly provincial the 
Hexham Courant, offered locil 
traders use of their collection of 
stock blocks 

> . * 

An Advertisements Regulation 
Bill empowering local authorities 
to make by-laws for “restricting 
or preventing the exhibition of 
advertisements so as to disfigure 
or imjuriously affect” certain 
amenities was introduced into 
Parliament 

* > > 


The Ministry of Transport 


issued regulations banning “sand- 
wich men” from most parts of the 
Metropolitan Police area 

> > * 

Sidney F. Wicks became a 
director of Cross-Courtenay Ltd., 
taking over the accounts of Mr. 
Courtenay, who joined the Paul 
E. Derrick Agency 

* * * 

Buenos Aires advertising men 
decided to form an advertising 
club. 

. * * 

Agence Havas was registered ia 
this country as a private limited 
company 

* * * 

Control of the Farmer and 
Stockhreeder passed to Iliffe 
Press 

* * * 

A firm of public works con- 
tractors started a scheme for sell- 
ing constructional materials by 
mail 

. * * 

Lamson Agency was registered 

as a private limited company 
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The Tight, Yoyp RP 
By 


caf i =e Fa 


Whatever your appropriation you must make sure 
of basic coverage of Britain’s mass market 
families and JOHN BULL’s the best way of 
doing it. Whatever the plan, it’s advertising’s 

best insurance to say “ We've got JOHN 
BULL on ,the schedule ’— Britain's 
million-plus family with the nation’s 
most loyal, regular and longest 
established readership and 
the nation’s biggest home 
delivered magazine sale. 


over a million families 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AMD & SQUARE ror 4 wes 
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SAY READERS and ADVERTISERS _ 
of the new LARGE SI E ZZ 


HATEVER your product or service, your MOTHER AND HOME, “the mother’s 
quickest way to secure the confidence, help that costs only ninepence a month”. 


influence the buying habits and win the Follow the trend of leading advertisers 
profitable goodwill of young mothers and and book space now in this increasingly 


housewives is to appeal to them through popular magazine. 


es Oe | 


PRINTED PHOTOGRAVURE + PAGE RATE £100 
CHAS. E. MANDER, ADVERTISEMENT DIRECTOR, WELDONS LTD., 30°32 SOUTHAMPTON STREET, W.C.2. 
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I. P. Bishop To Head Conference 


Programme Committee 


RELINQUISHES AD. ASSN. EXECUTIVE CHAIRMANSHIP : 
W. EWART RUMBLE BECOMES ACTING CHAIRMAN 


Mr. F. P. Bishop, M.P., has 
accepted the appointment. of 
chairman of the Programme 
Committee for the 1951 Inter- 
national Advertising Confer- 
ence, 

In view of the heavy volume 
of work this will entail, he has 

relinquished 

Me the chair- 

= manship of 

S the Execu- 
tive Com- 

Se mittee of 
the Advertis- 
ing Associa- 
tion, while 

remaining a 

committee 

member. 

ue. Ww 

Ewart Rum- 

ble, deputy 

chairman of 

the Execu- 

tive Com- 
mittee and chairman of the 
Finance Committee, becomes 
acting chairman of the Executive 
Committee pending the next 
meeting of Council. Mr. Rumble 
is chairman of Rumble, Crow- 
ther & Nicholas Ltd. 

Mr. Bishop has been chairman 
of the Executive Committee of 
the Association since 1946, but | 
his intimate knowledge of its | 
work and of advertising generally | 
has been acquired during the past | 

' 
| 


W. E. Rumble 


25 years. During that period he 
has been associated with almost 
every major development in the 
organisation of advertising. As | 
past chairman of the Newspaper 
Proprietors’ Association Adver- 
tisement Committee and past- 
chairman of the Advertisement 
Committee of the International 
Chamber of Commerce, he is 
well acquainted with the pro- 
blems of advertising. 

Invitations to join the Pro- 
gramme Committee, the first 
meeting of which was held yester- 


day (Wednesday), have been 
accepted by Messrs. T. A. Allam, 
Frank Coulson, Geoffrey Had- 
don, Barrington Hooper, A. 
Bruce MacColl, Stuart Mander, 
Alfred Pemberton, A. Robertson- 
Macdonald, G._ S§&. Royds, 
W. W. J. Studd, Sinclair Wood. 

Mr. Andrew Milne, chairman, 
Fleet Street Column Club, is 
chairman of the Reception Com- 
mittee, which also comprises Mr. 


RESULTS OF THE ADVER- 
TISING ASSOCIATION 
EXAMINATIONS APPEAR 
IN FULL ON PAGE 174 


F. Howard Potter (Aldwych 
Club), who will act as hon. secre- 
tary; Mr. Paul Baratte; Mr. J. M. 
Beable (British Poster Advertising 
Association); Miss Olive Bird 
(past president, Women’s Adver- 
tising Club); Mr. Humphrey 
Chilton (chairman, Berks and 
Bucks Publicity Club); Mr. John 
Coope (president, Thirty Club of 
London); Mr. W. H. Gollings 
(chairman, Publicity Club of 
London); Mr. F. C. Guildford; 
Miss Flora Honywood; Mr. 
H. FP. S. Kimber (Southampton 
Publicity Club); Mr. L. 

Masius; Miss Kx _Murphy (past 


chairman British Direct Mail Ad- 
vertising Association); Comman- 
der Alan Robertson-Macdonald 
(chairman, Club Development 
Committee); Mr. G. P. Simon 
(vice-president, Thirty Club of 
London); Mr. George Worledge 
(chairman, Regent Advertising 
Club); Mr. Charles W. Stokes. 


B.LF. Raises 
London Stand 
Charges 


Because of increasing adminis- 
trative costs, the British Indus- 
tries Fair is to raise its rates for 
exhibitors in London next year, 
from Ss. 6d. a square foot, to 
6s. 6d. a square foot. The rates 
for Birmingham are unchanged, 
at 5s. 6d. In spite of this the 
B.LF. remains cheaper than most 
other London exhibitions. 

Part of the advance is under- 
stood to be due to higher rents. 
Only the net amount of the in- 
crease is being passed on to exhi- 
bitors. 


A. G. Agviow, of “Punch” : * Elected 


President 


Mr. Alan G. Agnew, managing 
director, Bradbury, Agnew & Co 
l 


been elected 
president of 
the Periodi- 
cal Proprie- 
tors Associa- 


A. G. Agnew 
_Mr. H. Ww. Yoxall (Condé Nast) as 


Of P.P.A. 

chairman, Council of the General 
Periodical Press, and the election 
of Mr. C. B. Wallis (lliffe) as 
chairman, Council of the Trade 
and Technical Press, have been 
confirmed 

Mr. Tingay was elected a vice- 
president and the following were 
re - elected vice - presidents: 
Viscount Camrose, Sir Frank 
Newnes, Sir Robert Evans, Sir 
Austin Hudson, and Mr. W. C. 
Nisbett, 

Mr. Agnew came to Bradbury, 
Agnew im 1932 as assistant 
managing director and became 
managing director on the death 
of his uncle in 1937. He is also 
a director of the Gardeners 
Chronicle. 


AT SELLING 


THE JATER. 
EXCELS 
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Unless some further conces- 
sion i announced by the 
Government when newsprint is 
debated in the House to-day 
(Thursday), is remains probable 
that newspapers will be subjected 
to another cut in the immediate 
future. 

This was made clear in a state- 
ment by the Newsprint Supply 
Co, following a Board meeting 
on Friday. 

Although the Government ap- 
pears to have been shaken by 
the weight of protest in Press 
and Parliament, the decision, 
announced on Thursday last 
week by Mr. Harold Wilson, 
President of the Board of Trade, 
to make dollars available for 
purchase of a further 37,500 tons 
of newsprint from Canada in the 
second half of 1951, does nothing 
to ease the present crisis 

“So far as the year 1950 is 
concerned,” states the Newsprint 
Supply Co., “there is no change 
in the outlook However, in 
view of the great harm to the 
industry and the public that 
would result from a further cut 
in newspaper sizes or sales, they 
(the directors) decided to take no 
immediate action pending the 
debate... . They will continue 
to watch the situation very 
closely in view of the con- 
tinuing fall fn stocks and the 
absence of any indication of 
Government action to safeguard 
the position 

“The total of 75,000 tons now 
authorised from Canada in 1951 
is still far below what the news- 
papers need, and far below the 
import provided for in their 
original contracts. It does no more 
than barely ensure the mainten- 
ance of the six-page basis through 
1981, provided no other mis- 
chances occur. Prospective sup- 
plies from all sources allow no 
reserve whatever for possible 
further losses, or for extra con- 
sumption in the event of a 
General Election, or in connec- 
tion with the Festival of Britain 
Moreover, the six-page basis is 
itself wholly inadequate for the 
peace-time needs of the news- 
papers, and the prospect of con- 
tinuing on this basis for the next 


Tresises Take Over 
New Premises 


Tresises (Printers) Litd., who, 
besides being printers, are manu- 
facturers of absorbent drip-mats, 
have occupied new premises at 
Burton-on-Trent which they have 
named Bank Square Printing 
Works. eee. 


The Evening News display of 
art in advertisements, on show at 
its West End centre in Regent 
Street, closes on Saturday. 


144 


Newsprint Decision Awaits Result Of 
To-day’s Debate In Commons 
NEWSPAPERS MAY STILL BE CUT AGAIN THIS YEAR 


18 months with no hope of an 
increase is quite unacceptable. 

“Any hope of improvement 
depends upon decisions to be 
made by the Government, and 
this applies especially to the large 
volume of exports from the 
British mills which the Govern- 
ment have insisted should have 
priority over the \geeds of the 
British newspapers.’ 

During the discussion in the 
House last Thursday, Mr. Wilson 
said he had suggested to the 
interests congerned that if any 
further cut became necessary, the 


weekly provincial papers should 
be exempted from that cut. 

The debate to-day is expected 
to be a full-dress affair, with Mc. 
R. A. Butler speaking for the 
Conservatives, Mr. Clement 
Davies for’ the Liberals and Mr. 
Harold Wilson for the Govern- 
ment. 

Mr. Harvey Rhodes, Secretary 
for Overseas Trade, replying in 
the House on Tuesday to a ques- 
tion by Mr. John Rodgers, said 
the Government could not agree 
to reduce newsprint exports to 
the Commonwealth countries, 


TWO MORE FOR LS.B.A. 

British European Airways and 
W. T. Owbridge Ltd., have been 
elected members of the Incorpor- 
ated Society of British Adver- 
tisers. 


auth | | 


Sir Frank Newnes, chairman of 
George Newnes Lid., publishers 
of “Chambers's Encyclopaedia,” 
presented a specially bound copy 
of the new issue to the King on 
Friday. Here he is setting off 
for Buckingham Palace with Mrs. 
M. D. Law, managing editor. 


Mr. Roger Diplock, in a letter 
sent last week to advertisement 
managers of newspapers, says 

“The amount of completely 
inaccurate mail order advertising 
appearing in the national news- 


papers—particularly in Saturday 
mail bargain columns-—is attain- 
ing eXtremely serious propor- 


tions. Under completely unten- 
able cover of “money refunded 
guarantee” many mail order 
firms are now offering the public 
articles which are quite inaccur- 
ately described with the express 
purpose of promoting sales. For 
their part, many national news- 
papers are now being used as 
vehicles by unscrupulous back- 
street one-room firms, most of 
which do not carry stocks of the 
goods they advertise at the time 
that advertisements appear in the 
newspapers. 


Harvey Criticises 
C.D. Posters 


Civil defence posters were criti- 
cised by Mr. lan Harvey, M.P., 
director of W. S. Crawford Ltd., 
speaking during the Civil Defence 
debate in the House on Monday. 

He said he did not think the 
current posters effective, that they 
obtained recruits, or that the 
had any particular basic appeal. 

In colour they might be suit- 
able for the coming jubilee acti- 
vities of the Socialist party, but 
as recruiting instruments for 
Civil Defence they fell very far 
short of the mark. This was not 
primarily. the fault of the pro- 
ducers but of the Government's 
soft pedalling policy. 


CRAVEN ‘A’ TO J. W. T. 
Account for Craven ‘A’ 
cigarettes, manufactured by 
Carreras Ltd., is moving to 
J. Walter Thompson Co. Ltd., 
on a date not yet decided. 


Jury 27, 1950 


Award In 
Litho Wages 
Dispute — 


The National Arbitration 
Tribunal has issued its award in 
the wages dispute between the 
British Federation of Master 
Printers and the Amalgamated 
Society of Lithographic Printers. 
Main recommendations are: 

Minimum basic rates for direct 
flat-bed machine minders and 
transferers in England and Wales 
shall be increased to 142s. 6d. 
per week in London, 131s. in 
Grade 1 towns, and 127s. 6d. in 
Grade 2 towns. Towns at 
present classified as Grade 3 shall 
be up-graded to Grade 2 

The Tribunal has referred back 
for settlement by negotiation 
between the parties the differen- 
tial rates for workers employed 
on machines other than direct 
flat-beds, and the minimum 
rates for stone and plate pre- 
parers and for all workers 
employed in the industry in 
Scotland. 


Settlement With The 
'Machine Managers 


At a conference on July 21 
between representatives of the 
London Master Printers’ Associa- 
tion and the Printing Machine 
Managers’ Trade Society it was 
decided to recommend on both 
sides acceptance of new minimum 
rates based on a minimum of 
143s. 6d. for machine managers 
in Class 1 (an increase of 3s. 6d.) 
with a revised scale of extras for 
different classes of machines 
which will provide for increases 
in minimum rates ranging from 
2s. 6d. to 6s. 6d. 

The Executive of the Society 
has approved the proposed terms 
and the Council of the L.M.P.A. 
will consider them to-day (Thurs- 
day). 


R.T.S.A. Will Prosecute Some Mail Order Advertisers 


“The council of management 
of this Association has up to now 
refrained from taking these 
people to the courts, but the 
R.T.S.A. has now such convine- 
ing evidence of the growth of 
these efforts to fool the public 
that prosecutions are being pre- 
pared following recent mail order 
advertisements in London daily 
newspapers. Others wil! follow 
as a matter of policy until fraud- 
ulent advertisements are swept 
from newspaper advertising 
columns. 

“My Association appeals to 
your organisation to take imme- 
diate steps to help stamp out 
these wretched practices. For 
the most part, as you may 
imagine, these misdescriptions 
are in the textile field, in which 
rayon clothing is being advertised 
as either silk or linen, and cotton 


merchandise as linen or wool. 
“The prosecutions which my 
Association proposes to take can-* 
not be launched for some weeks, 
but the present practices could 
be stopped overnight if all those 
handling mail order advertising 
copy demanded absolute written 
guaragtees that any merchandise 
described as silk, wool or linen 
was in fact made from those 
materials. May we appeal again 
for your help in knocking for 
six these miserable people who 
make their living from the ignor- 
ance of mail order customers, 
through the advertising columns 
of our national newspapers. 
“May we further appeal to ad- 
vertisement managers to refuse to 
carry mail order advertisements 
offering merchandise which is in 
fact not available in stock for 
immediate despatch by post.” 
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B.D.M.A.A. Out For 1,000 
Members: Will Search 
Agencies For Recruits 

KAY MURPHY GOING TO NEW YORK TO SPEAK 


Miss Kay Murphy, retiring 
chairman of the British Direct 
Mail Advertising Association, Is 
to speak at the annual conven- 
tion of the American Direct Mail 
Advertising Association in New 
York on October 4. While in 
New York she is putting on an 
exhibition of examples (which 
she is now collecting) of British 
ete in the direct mail 


This was announced by Miss 
Murphy at the B.D.M.A.A. 
annual meeting, when she handed 
over the chairmanship to Mr. 
H. L. Clarkson, director, S. H. 
Benson Lid. Mr. Edward Jones 
becomes vice-chairman 

In his inaugural speech Mr. 
Clarkson revealed a plan to in- 
crease membership. “There are 
many important advertising or- 
ganisations outside this Associa- 
tion,” he said, “and we are going 
to have a shot at persuading 
these people that they are miss- 
ing a really good thing, and in 
particular | am referring to the 
advertising agency field. I think 
the greatest thing we can offer is 
education of their staffs. 

“We have all sorts of ideas, 
and we are going to try to put 
them into operation, and build 
this Association into at least a 
membership of 1,000.” 

The tea-time talks introduced 
last year are to be held again, 
and the programme for the 
coming season has been in- 
creased to eight talks, all of 
which will be on technical sub- 
jects. 

Tributes were paid to Miss 
Murphy by Mr. Arthur Chadwick 
and Mr. C. N. lan Harris, who 
preceded Miss Murphy as chair- 


man. Miss Murphy read a note 
from Sir Frederick Rowland, 
Lord Mayor of London, who 


remains president of the Associa- 
tion. In her report she said 
“When I first took office | 
pledged myself and my council 
to work for the removal of the 
restrictions of paper control on 
direct mail. We did work, and I 
am very glad to say only ten 
days before my term of office 
expired we received Order 
Festival Guide Books 
To Carry Ads. 

The Festival of Britain office 
state that they are making plans 
for the production of guide books 
for each of the Festival exhibi- 
tions, and also for other official 
Festival publications 

An announcement about adver- 


tisement space 
will be made shortly. 


AND SHOW BRITISH DIRECT MAIL 


in these guides 


No. 1008, under which all res- 
trictions on direct mail were 
remeved, with the exception of 
the betting pools.” 

Miss Murphy also paid a 
generous tribute to the former 
secretary of the B.D.MAA., 
Miss Iris Stenning, and intro- 
duced her successor, Mr. Law- 
rence Springett. 

Members elected to the Coun- 
cil are: Messrs. Kirkland Bridge, 
N. A. Cameron, W. A. Camp, 
J. W. W. Cassels, Arthur Chad- 
wick, F. T. Day, A. Campbell 
Gifford, A. F. Gomm, Ronald 
Peacham, Horace Martin, Martin 
H. Perry, Beecher Stow and C. V. 
Wattenbach, and Miss Audrey 
Deans. 


(Keystone Photo 


At the annual meeting of the British Direct Mail Advertising Associa- 


tion, 


Left to right: Miss Audrey Deans, H. L. Clarkson (now 


chairman); Miss Kay Murphy (retiring chairman), T. Stephenson 
(hon. treasurer). 


NEWNES DIVIDEND 
Directors of George Newnes 
Ltd., recommend a final dividend 
of 10 pet cent and a bonus of 
5S per cent on the £500,000 
Ordinary shares, making, with 
the interim dividend of 5 per cent 
already paid, a total of 20 per 
cent for the year ended March 
31, as for each of the two 
previous years. Net profit is 
£252,252, as against £205,096. 


Boots Meet Foreign Competition : 
Overseas Ads. To Increase 


The necessity for advertising to 
compete with America and Ger- 
many in overseas sales was re- 
ferred to by Lord Trent in his 
report at the annual meeting of 
Boots Pure Drug Co. Lid. at 
Nottingham last week. 

He said: “The profits in some 
of the overseas subsidiary com- 
panies are not as yet satisfactory, 
and we are taking steps which we 
hope will be successful in correct- 
ing this position. But it will take 
time. Much money must be 
spent in publicising our products 
in foreign countries before sales 
are profit-bearing, and this means 
of course that those products 
must readily be recognisable 
under their names. 

“In the pharmaceutical indus- 
try the most successful countries 
in overseas markets have been 
America and Germany, and their 
exporters have always laid stress 
on easily pronounced and remem- 


LC.C. To Encourage 
Education In 
Advertising 


With a view to providing in- 
formation to countnes where ad- 
vertising is comparatively un- 
developed, the British National 
Committee on Advertising of the 
Intemational Chamber of Com- 
merce has approached a number 
of leading advertising associa- 
tions and bodies in this country, 
asking them for details of their 
activities, including educational 
facilities and examinations. 

Information so obtained will, 
it is understood, be submitted to 
the LC.C.'s International Com- 
mission on Advertising. 


bered branded names for pro- 
ducts. If we are to compete with 
them, it is plainly necessary for 
us to do the same. 

“In my view it is neither desir- 
able nor economical to advertise 
or market the same medical pro- 
duct under one name at home 
and under another name abroad, 
so, in spite of recent statements 
in high quarters on the subject 
of branded .proprietaries, we are 
continuing to export the majority 
of our medical products under a 
trade name to which is added, in 
equal prominence, the official or 
pharmacopocial designation.” 


‘Band Wagon’ To 
Be Bi-Monthly: 
Price Increased 


Band Wagon will, after the 
August issue, appear every two 
months instead of monthly, at a 
price of two shillings instead of 
Is. 6d. 

Increases in the costs of print- 
ing and production are the rea- 
son, states Major Norman Kark, 
editor and publisher. “1 preferred 
this method to that of lowering 
quality,” he said. 

Advertising rates remain un- 
affected. 

Odhams Augment 

Pension Scheme 

Odhams Press Lid. have aug- 
mented their employees’ non- 
contributory life imsurance and 
endowment scheme, the whole 
cost of which is borne by the 
Company. 

Total benefits will be three 
times those for which provision 
is made under the present 
scheme. On retirement, one-third 
of the total benefit may be taken 
in cash, and the remainder will 
be used for a pension. Maximum 
benefit is £1,200. 


BLACKBURN CORPORATION HALVES 
PROPOSED “SPECIAL AREA” 


Complete agr t between 
Blackburn (Lanes) Corporation 
and objectors over the defining 
of certain areas in the town as 
areas of special control under the 
Control of Advertisements Regu- 
lations was reported at a Minis- 
try of Town and Country Plan- 
ning Inquiry held at Blackburn 
on Tuesday. 

Objectors to the proposed 
Order were the Retail Distribu- 
tors Association Inc., Blackburn 
Chamber of Trade and the Out- 
door Advertising Industry Advi- 
sory Committee, on behalf of 
Blackburn and District Billpost- 
ing Co. Ltd, Advertising Sites 


Lid. Arthur Marsdon Ltd. 
National SolusgSites Ltd. Star 
Solus Sites Ltd, and Turner & 
Co 


Mr. F. Squires, Blackburn 
deputy Town Clerk, said he be- 


lieved this was the first inquiry 
of its kind to be held in an indus- 
trial town. The result would be 
watched closely by other indus- 
trial towns. Objections to the 
proposed Order included the 
claims that the area to be 
designated was far too wide and 
included shopping and com- 
mercial streets never meant to be 
protected. Al a mecting between 
the objectors and the Corporation 
objections were considered, and 
in consequence the original area 
had been reduced from 5,356 to 
2,673 acres. 

For Blackburn Chamber of 
Trade, Mr. H. Whitaker, solici- 
tor, said he believed there was 
only one trader's premises in the 
new area. 

The Minister's decision is not 
expected for several months. 
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Display Producers All-qut Publicity In U.S.A. 
For British Products 
At Chicago Fair 


GOVT. SUPPORT FOR EXHIBITORS 


The Board of Trade, in collaboration with exhibitors, is making 
an all-out effort to publicise in the U.S.A. British exhibits at the 
Chicago Internationa! Trade Fair, which opens on August 7. 


wo Contests 


Two competitions for members 
are to be run annually by the 
Association of Display a Bans 
and Silk Screen Printers. 

The Ridout Cup will be 
awarded for the best example of 
silk screen printing; the Holstius 
Cup will go to the member re- 
sponsible for the best example of 
a display unit—not necessarily 
silk screen, 

September 1 is the closing date 
for this year's entries, which will 
be judged by Messrs. F. W. Mac- 
kenzie, School of Photo-engfav- 
ing and Lithography; Arthur D. 
Smelt, Borough Polytechnic; and 
A. J. Symes, Display, Design and 
Presentation, 


“EVENING NEWS” 
FLOWER SHOW 


Suppliers of garden requisites 
from far and wide were well re- 
presented at the 225 stands at the 
fourth Evening News Flower and 
Country Show, held at the 
National Hall, Olympia, on 
Thursday, Friday and Saturday. 
Many also advertifed in the 
handsomely produced 100-page 
catalogue, which contained, as 
well as all the facts about the 
Show, articles of interest to 
gardeners. 

Aptly described as “a national 
festival of flowers,” the Show was 
opened by Miss Anna Neagle. 
Exotic flowers, fruits and veget- 
ables from overseas added fasci- 
nation to a display of British 
garden produce well up to ex- 
pected standard. 

A feature among the exhibi- 
tors’ stands that created favour- 
able attention was the display by 
Chelsea Crisp Ltd. of a large re- 

roduction of their trade mark 
by the Hypnocolour process. — 


Yardley Issue New 
Teen-age Book 


Junior Miss, the second Yard- 
ley teen-age beauty book, now 
on sale, price one shilling, is very 
smart indeed——smart editorially, 
smart as a piece of clever sales 
promotion, and just right in its 
appeal to the smart young things 
who will read it and, doubtless, 
buy Yardicy products in conse- 
quence. 

There are 40 pages, including 
cover, of which seven only are 
occupied by advertisements, four 
from firms other than Yardley 
Presentation is light, gay, and 
very modern, articles cover just 
those topics young girls like to 
read about, and text is illustrated 
by a wealth of delightful draw- 
ings by Francis Marshall and 
photographs by Don Honeyman. 

Editor of Junior Miss, which is 
designed and produced by W. S 
Crawford Ltd., and printed by 
Alabaster Passmore, is Mary 
Foster, who appeals for members 
of the Yardley Teen-Age Club. 


Exhibitors are being encour- 
aged to make extensive use of 

S. media, including the con- 
sumer and trade Press, direct 
mail, commercial radio and 
television, and the Fair cata- 
logue. 

Several British advertisers are 
running special U.S. campaigns, 
and a Board of Trade Press 
officer is being sent to America 
to publicise British exhibits in 
the Press. The Board of Trade 
is also taking advertisement space 
in the Fair Catalogue and in the 
Trade Fair Newspaper to be 
published daily during the Fair, 
and the 23 British Consulates in 
America have carried out direct 
mail campaigns inviting repre- 
sentatives of all U.S. firms known 
to be interested in British trade 
to attend. 

The strong support given by 
the Government in the publicity 
field (which is in addition to the 
offer to pay half the exhibition 
costs, excluding costs of exhibits) 
is at least ss explained by 
similar steps being taken by other 
European countries, some of 
which are sending four or five 
Press officers, and arranging 
exhibits on a national basis. 

Miss Jean Oliver, head of the 
B.o.T. Exhibitions and Fairs 
Division, and vice-president and 
British representative on the 
European Trade Fair Board set 
up by O.E.E.C, to consider par- 
ticipation in the Fair, is to pre- 
side over the British Government 
stand, which will have British 
furnishings and wallpapers, and 
will show British newspapers and 
trade journals. The B.o.T. is 
negotiating with all national 
dailies to have copies of their 
papers flown to the Fair daily, 
and The Times is sending daily 
consignments to be put on sale 
at a kiosk in Chicago during the 
Fair, The Handbook of the 
Periodical Proprietors Association 
will be available on the stand, 
with about 70 British trade jour- 
nals 

Mr. J. M. Templeton, Press 
officer to the British Industries 
Fair, will contact American news- 
papers, and will act on behalf of 
British exhibitors as he 
during the B.LF. Time is 
expected to be available on local 
radio and television programmes 
for exhibitors whose products are 
considered newsworthy 

together 108 British firms. 
are exhibiting, in 11 out of the 

13 product groups. The biggest 
British exhibits will be those of 


the Leather, Footwear and Allied 
Industries Export Corporation, 
and of Imperial Chemical Indus- 
tries. Other prominent exhibitors 
will be Courtauids Ltd., Tootal 
Broadhurst Lee, Crosbies Pure 
Foods, Schweppes Lid, Platers 
& Stampers Lid, Associated 
British Oil Engines, Watford 
Chemical Co., British Travel and 
Holidays Association, Port of 
London Authority, Alec Dibbins 
Ltd., and the British Vacuum 
Cleaner & Enginecring Co. Ltd. 

Smees Advertising Ltd. are 
handling the exhibit for Crosbies 
Pure Foods. Schweppes Lid. 
have made their stand the centre 
of a nation-wide series of window 
displays and exhibition material. 
Through Hewitt, Ogilvy, Benson 


(Continued on page 171) 
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TRAVEL TRADE 
PAPERS TO 
AMALGAMATE 


Copyright and goodwill of 
Travel World, published since 
January 1950 by Trafalgar Press 
Ltd, have been acquired by 
Blandford Publications Ltd., pub- 
lishers of International Travel 
Agent. 

Next. edition of Travel World 
will be amalgamated with the 
September issue of International 
Travel Agent and published at 
the end of August, using the title 
Travel World and International 
Travel Agent. 

Address for editorial and ad- 
vertising copy is 16 West Central 
Street, W.C.1. Publication date 
after the first combined issue will 
be the first of each month. 
international Travel Agent adver- 
ising rates and page size have 
been adopted for the combined 
journals, 

Mr. Leslie Stone, editor of 
Travel World since its inception 
in January, becomes business man- 
ager, and Mr. John McCormack 
remains on the advertisement 
staff. Mr. H. Pearce Sales, editor 
of International Travel Agent, is 
_ of the combined publica- 


Packaging For Canada Has To Be 
Colourful, Says Betro Report 


A mass of information helpful 
to British exporters is contained 
in a report, Packaging Consumer 
Goods for the Canadian Market, 
commissioned by the Board of 
Trade from the British Export 
Trade Research Organisation, 
and published today (Thursday). 

The report embodies the re- 
sults of an extensive survey 
carried out by Betro in Canada. 
This survey was concerned solely 
with packages delivered over the 
counter to the purchaser, and 
with the direct influence of such 
packages on sales rather than on 
their efficiency as protection or 
as packing for transport. 
report is intended to suggest how 
British packaging of particular 
products may be made more 
suitable to Canadian tastes. 

General findings include the 
following: 

Sales of British goods in 
Canada are potentially highest 
in areas where good packaging is 
most valued, particularly Ontario 
and British Columbia. Conse- 
quently, it is even more impor- 
tant for British than for other 
manufacturers to package their 
products suitably 

he most widespread criticism 
is lack of colour. Packages for 
Canada should be in full, bright 
colours, able to hold attention 
when surrounded by other pack- 
ages in full, bright colours. 

Insufficient use is made of 
transparent film and sheet. Trans- 
parent packages are liked be- 


cause they enable the contents to 
be seen before purchase, because 
they are more hygienic than open 
stock, and because they display 
attractively. 

Canadian taste in printed de- 
sign is for simple, abstract 
patterns giving an impression of 
smartness and modernity. Pic- 
tures are used chiefly to illustrate 
the contents of packages when 
transparent film is unsuitable. In 
general, little text appears on the 
outside of the package, except 
possibly at the back. What text 
there is should be easily legible. 
Canadians particularly dislike 
cartons whose surface is covered 
with printed matter in small type 
arranged according to no parti- 
cular design. Unnecessary deco- 
ration is also strongly disap- 
proved 

Thee were some complaints 
of the quality of card used for 
British cartons. 

For a number of products, 
manufacturers are recommended 
to supply small sample sizes so 
that Canadian housewives can 
try their brand, if unfamiliar with 
it, at small expense. 

Most British goods can safely 
be distributed in packages bear- 
ing only English text. French 
explanatory matter is advisable 
for packaged medicines. 

Four main sections of the re- 
port cover in great detail 
packaging for cutlery, grocery 
products, drug store 
and men’s wear. 
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A general contraction in 


New Hulton Survey Confirms Fall In 
Readers-Per-Copy 


REASON, COPIES NOW EASIER TO 
BUY, WRITES J. W. HOBSON 


is revealed in 


the 1950 edition of the Hulton Readership Survey, now 
available. This development of a tendency of which signs were 
seen in 1949 is ascribed to the fact that copies are becoming 


easier to buy. 


This is explained in a foreword 
by Mr. J. W. Hobson, who, with 
Mr. H. Henry, compiled the 
Survey on the basis of sampling 
and field work by Research Ser- 
vices Ltd., under the direction 
of Dr. Mark Abrams. 


Mr. Hobson writes; 


“Though the demands on the 
consumers’ purchasing power 
have increased, they are not yet 
pressing hard enough to out- 
weigh the natural preference for 
one’s own copy of a newspaper 
or magazine rather than for one 
passed on by a friend or neigh- 
bour. It therefore follows that 
the big circulation § increases 
recorded by some newspapers 
and magazines are not necessarily 
reflected by proportionate in- 
creases in readership. 

“All newspapers and maga- 
zines are, to some extent, in 
competition with each other for 
their readers’ time, and the result 
of increases in the circulation of 
one publication may affect the 
readership of others. The 
various factors interlock one with 
another, so that changes in the 
relationship between circulation 
and readership may not always 
be in proportion A large 
increase in circulation may be 
reflected in an equivalent increase 
in readership; on the other hand, 
the increase may prove to be much 
less than equivalent. Similarly, 
readership may drop even though 
circulation has remained static. 
or even increased: this is par- 
ticularly true of publications 
which. because of the quality of 
their paper and production, have 
profited from abnormally long 
life and abnormally high 
readership-per-copy. 

Discussing the argument that 
the disadvantage of readership 
measurement in general. and of 
the Hulton Readership Survey in 
particular, is that it makes for 
mechanical and superficial media 
selection, Mr. Hobson writes: 

“This is a criticism of the use 
made of the ‘Survey,’ not of the 
"Survey" itself. Readership 
statistics are a guide to the space- 
buyer: they are no substitute for 
the experience, judgment and 
common sense which they 
complement.” 

The Survey once again 
analyses the readership of 
national, semi-nationa! and local 
morning and evening newspapers; 
local weekly and bi-weekly news- 


pa national and semi- 
national Sunday newspapers; and 
weekly, fortnightly and monthly 
magazines, on the basis of 
region, sex, age, social class, and 
other characteristics. As before, 
it is based on 13,000 interviews 
over the whole of Great Britain. 
The field work was carried out 
between January 2 and March 
Ww, 1950. 

In this edition, the New States- 
man, John O'’London's Weekly, 
Spectator, Sport and Country, 
and Courier have been dropped 
from the inquiry to make room 
for the Economist, Reveille, and 
Lucky Star (now included for the 
first time) and Mother and 
Mother and Home (which had 
been dropved from the 1949 
edition). The Strand Magazine. 
Leader Magazine, and News 
Review, which have now ceased 
publication, are omitted. 

Largest total readership is 
still shown by a magazine, the 
Radio Times, which leads the 


widest-read Sunday paper by 
more than 2 million and the 
widest-read daily by more than 
10 million. 

Drawing attention to the 
danger of assuming that publili- 
cations that are “stable compan- 
ions” and sister publications have 
the same readership pattern, the 
compilers instance the Sunday 
Pictorial and Reveille, the former 
of which has 74 per cent of its 
total readership among the 
upper tenth of the population, 
whereas the latter has only 4 
per cent. 

The Survey was introduced by 
Mr. A. J. Burkart (of Hulton 
Research) and by Mr. Henry at 
a Press conference at the Holborn 
Restaurant last Thursday, organ- 
ised for Hulton Press by Voice 
and Vision Ltd. 

Mr. Burkart said that the 
Survey was now available, free 
on request, to all people—adver- 
tising agents, marketing con- 
sultants, Government offices, 
universities, or libraries—who felt 
the need for it. There was a list 
of about four thousand organi- 
sations that had asked for it. 


SYMONDS CO-OPTED 
TO LS.B.A. COMMITTEE 
Mr. R. H. H. Symonds, adver- 

tising manager, Crookes Labora- 
tories Ltd.. has been co-opted to 
the 1950/51 executive committee, 
Incorporated Society of British 


Mrs. Gowing discusses a new Bovril recipe book with a domestic 
scientist in Benson's new model kitchen. 


S. H. Benson Install Model Kitchen 


A kitchen to make the heart of 
every housewife envious has been 
installed at the premises of S. H. 
Benson Ltd, at Kingsway House, 
as part of the women’s depart- 
ment. Designed to incorporate 
the most modern ideas in labour- 
saving, the kitchen is being used 
on behalf of the agency's clients 
for testing products, for recipe 
research, to develop and investi- 
gate new ideas for use in adver- 


tisement copy, and to prepare 
food for photographing 

When an ADVERTISER'S 
WPREKLY representative was 
shown over the kitchen by Mrs. 
Mary Gowing, head of the 
women's department, the domes- 
tic scientist who assists her was 
preparing dishes for a new Bovril 
recipe book. This is planned to 
give 16 recipes for special home 
occasions. 


ADVERTISER'S WEEKLY 
Biro Pen Appeal 


COIr NOT TO 
PAY £5,000 
DAMAGES 


£12,966 AWARD AGAINST 
DISTRIBUTORS STANDS 


By a decision of the Court of 
Appeal on Friday an award by 
Mr. Justice Jones in the King’s 
Bench Division on April 5 last 
of £17,966 12s. 6d. damages, in 
an action for alleged breach of 
contract concerning advertising 
and publicity in respect of the 
Biro pen, was reduced by £5,000, 
to £12,966 12s. 6d. 

The award was made in favour 
of International Publicity & Ad- 
vertising Lid. (known as I.P.A.) 
and Mr. Christopher Ernest 
Whistler Mackintosh, the chair- 
man of the directors. 

Mr. Justice Jones had found 
that there had been a breach of 
contract by the defendants, Sir 
Henry Lunn Ltd, travel agents 
and seliers and distributors of 
the Biro pen, and awarded plain- 
tiffs £12,966 12s damages 
against them. 

He also found that the breach 
of contract had been procured by 
the defendant, Mr. Richard Coit, 
vice-chairman of the board of 
directors of the Miles Martin 
Pen Company Ltd., and of Lunn 
Ltd, and he awarded £5,000 
damages against Mr. Coit. 

There were appeals by the 
plaintiffs on the ground that the 
damages were not enough and 
by Lunn Ltd. and Mr. Coit on 
the question of liability. 

Lord Justice Tucker, giving 
judgment, said that on the ques- 
tion of construction of the agree- 
ment, Mr. Justice Jones had said 
that he thought the true construc- 
tion was that Lunn Ltd. agreed 
that LP.A. should have the 
exclusive right of advertising the 
Biro Pen, and no one else. 

He (Lord Justice Tucker) had 
come to the conclusion that Mr. 
Justice Jones's construction was 
the correct one. 

The next question was whether 
Mr. Justice Jones was right in 
awarding £5,000 damages against 
Mr. Coit personally, for wrong- 
fully ree the breach by 
Lunn Ltd. of the contract. 

“There is no evidence,” con- 
tinued his lordship, “of anything 
done by Mr. Coit by way of pro- 
curing or inducing Messrs. Lunn 
to do—or abstain from doing— 
anything in the matter. 

“Mr. Coit did not induce any- 
one to commit an actionable 
wrong, nor did he procure his 
object by the use of illegal 
means.” 

The judgment of Mr. Justice 
Jones would accordingly be 
varied by striking out the award 


(Continued on page 171) 
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W. H. Trigger Joins Townend-Smith: Ronald 


Brett Goes Free-Lance: 


R. G. Lagden Is 


Maconochie Publicity Manager: U.S. Student 
Looks At British Advertising 


After eight years as creative 
executive with London Press 
Exchange, W. HL. Trigger has 
joined Townend-Smith Ltd., as 
creative director. Mr. Trigger, 
at one time assistant manager of 
the Universal Pictures Corpora- 
tion publicity department, became 
manager of production for the 
V. Siviter Smith agency, and 
later, advertising manager of a 
City firm, after which he joined 
A studio of Frederick Aldridge 


” 7 * 

Frederick Sincock, of Detroit, 
Michigan, is in Britain studying 
advertising, under a scheme 
sponsored by the Business Men 
of Detroit, whereby 16 students 
of various subjects are spending 
a littl over a month here, 
making their own contacts, and 
working in different offices 

So far Mr. Sincock has visited 
the offices of the Advertising 
Association, Allardyce Palmer 
Ltd, E. Walter George Ltd, 
Samuel Cooper Ltd., the Paint, 
Oil and Colour Journal, and 
Associated Newspapers, and he is 
going to visit Outdoor Publicit 
Ltd, and Theatre Publicity Lt 
He hopes to be able to spend 
some time in the advertisement 
department of Odhams Press 
Ltd,, and to visit the Institute of 
Incorporated Practitioners in Ad- 


vertising. 
Mr. Sincock is a student at 
Wayne University, and is 


studying for a degree, “major- 

ing” in advertising, and when he 

returns, in August, will write a 

thesis on advertising in Britain 
* * 

Roy Schleman has been ap- 
pointed director of publicity for 
Coronado Productions (England) 
Ltd., from next Monday He 
will continue as publicity director 
for Constellation Films Ltd. and 
Valiant Films Ltd, 

- a - 

A. J, Holberton, formerly pub- 
licity manager, Rediffusion Ltd., 
has joined the advertising depart 
ment of Smiths English Clocks 
Lid., as assistant marketing man 
ager. 

* * * 

Miss Elizabeth Anderson has 
been appointed counsellor to the 
Fragrance Bureau which has been 
formed with the support of a 
large number of perfume firms. 

* * * 

H. Deschampsnevfs, manager 

of the overseas department of 


F. C. Pritchard, Wood & Partners 
Ltd, is to make a six-weeks 
tour of Africa, in which he will 
visit African agencies, study 
media, advertising and marketing 
conditions, contact newspapers, 
and handle work for Pritchard 
Wood clients. He leaves on 
August 3. 
* * * 
Robert Dunnett has resigned 
the position of publicity officer 
to the B.B.C. in Scotland, from 
October. He has been with the 
B.B.C. for fourteen years. 
- * * 


Nigel A. Rainbow has resigned 
the editorship of Scan and the 
post of production manager 
British Buttons because of pres- 
sure of work at Rathbone Pub- 
licity Ltd., of which he js manag- 
ing director. 

* * * 

P. D. Cory, Smedley Advertis- 
ing general manager, now in 
Canada, is expected back before 
the end of the year. G. Verchin 
is acting as deputy. 


Ronald Brett 


F. Sincock 


W. H. Trigger 


Ronald Brett, recently chief 
designer of Publicity Arts Ltd., 
has resigned his appointment 
and will work as a free lance 
designer and visualiser, with the 
Clement Dane Studio Ltd. as his 
agents. 

Mr. Brett joined Lochend 
Printing Co. Ltd., in 1926, and 
has worked with the Baynard 
Press and Service Advertising 
Co. In 1938 he started Brett 
Callam Designers while still 
working with the Baynard Press. 
He is a member of the Advertis- 
ing Creative Circle 

* * * 

R. G. Lagden has been ap- 
pointed publicity manager of 
Maconochie Brothers Ltd. in 
succession to J, E. G. Wardrop, 
who is now a sales executive 
with the company. 

* * 


Ebel has joined the 
editorial publicity section of 
Young and Rubicam Ltd. Miss 
Ebel was previously Press repre- 
sentative for Winter Thomas Co. 
and before that was with the 
Amalgamated Press 


OBITUARY 


> 
Charles W. Morrison 

Mr. Charlies W. Morrison, 
London advertisement manager 
of Kemsley’s Newcastle Evening 
Chronicle and Middlesbrough 
Evening Gazette, and for twenty- 
four years an active member of 
the Regent Advertising Club, 
died last Saturday, aged 42. 

He started in advertising in 
the London office of the Western 
Mail. Later he represented 
Weldon’s, and in 1935 was ap- 
pointed to the Daily Graphic 
(Daily Sketch) under Mr. Ulric B. 
Walmsley. During the war he 
served in Civil Defence 

In 1946 Mr. Morrison was 
made London advertisement 
manager of Kemsley’s Glasgow 
Evening News and Aberdeen 
Evening News, from which, in 
1949, he was transferred to a 
similar position with the New- 
castle and Middlesbrough even- 
ing papers. 

He was hon. secretary of the 
Regent Club, 1936-7 


L.S.B.A. Stimulates Advertiser Co-operation In Road 
Safety Publicity: Makes Practical Suggestions 


From time to time the Incor- 
porated Society of British Adver- 
tisers has given assistance in stim- 
ulating campaigns to give addi- 
tional prominence to important 
national and public issues of a 
non-political character. Last 
year it helped with the fuel 
economy drive, and this year it 
supported the efforts to launch 
the Lord Mayor's Thanksgiving 
Fund 

Recently, in view of the alarm- 
ing accident figures, it was 
decided to enlist the co-operation 
of certain commercial and indus- 
trial groups in promoting road 


safety. As a start, letters, signed 
by the LS.B.A. chairman, Mr. 
C. B. Wrey, were sent to the 


general managers of the accident 
insurance offices and the manag- 
ing directors of companies manu- 
facturing motor vehicles and 
accessories (including the tyre and 
oil companies) asking whether 
they would be orepared to intro- 
duce road safety reminders in 
their normal publicity material. 
A few simple suggestions were 
enclosed and a printed leaflet 
headed “The Urgent Need for 
Road Safety” gave some startling 
facts and figures. 


Suggestions included : 

Inclusion of references to 
road safety in stock brochures, 
display material, etc 

Inclusion of road safety ap- 
peals in ,normal Press and 
poster advertisements (e.g. as 
“spot” or by-line additions) 

“Slanting”™ of advertising 
copy to draw attention to the 
importance of road safety 

Advertisement _ illustrations 
showing, perhaps, the car or 
other motor vehicle halted at 
a road crossing, traffic lights, 
school sign, etc 

Overprinting road safety re- 
minders discreetly on enve- 
lopes or notepaper--front or 
back 

Using a series of standard 
postscripts on letters to con- 
sumers 

Affixing a label, tag or seal, 
carrying a road safety slogan, 
on all parcels to customers. 

It was emphasised that those 
willing to assist need not go to 
any special expense because the 
essence of the LS.B.A. proposal 
was that references to the need 
for road safety awareness could 
be introduced into their usual 

2 


publicity material with the mini- 
mum of trouble. 

The trade associations—e.g. the 
Accident Offices’ Association, 
British Cycle and Motor Cycle 
Manufacturers and Traders 
Union, British Motor Trade 
Association, Lloyd's Motor 
Underwriters’ Association, 
Society of Motor Manufacturers 
and Traders—were advised of 
what was being done. 

The fact that this is National 
Children’s Safety Year gives 
further point to the LS.B.A. cam- 
paign. It is felt that an appeal 
at this time to the public con- 
science and consciousness may 
bring results and, simultaneously, 
create goodwill for those who 
support the campaign. 

What its effect will be on road 
accidents remains to be seen, but 
the appeal has, so far, produced 
gratifying results. Many of the 
respondents have promised to 
help. Some have put forward 
their own ideas. 

The 1.S.B.A. is in touch with 
the Ministry of Transport on 
the matter, and with the Royal 
Society for the Prevention of 
Accidents. Further developments 
may be expected. 
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a s re . 
Print Buyer’s Viewpoint 
HE points of view of the Master Printers and of the London 
Society of Compositors on the issues that divide them have 
been repeatedly stated. Now that a deadlock seems to 
have been reached, with a prospect of indefinite continuance of 
the overtime embargo, it is time someone spoke up for the con- 
sumer 
Buyers of print, including publishers, advertisers and advertising 
agents, suffer from the embargo in that printers in the London area, 
overloaded with work because of the shortage of skilled labour 
even before this trouble arose, cannot give anything like a normal 
service. Requirements must be trimmed to conform to reduced out- 
put capacity, and orders are subject to exasperating delay. This is 
in itself a serious enough matter on which buyers have a right to be 
heard. But, glad though they would be to see the embargo lifted, 
they cannot take only a short-term view 
One reason for the Master Printers’ stand is their reluctance 
to take any step that would necessitate further price increases 
Printing costs, they realise, are already quite high enough, and 
any further substantial rise would kill at least some of the geese 
now laying the golden eggs on which the industry prospers. In 
this respect the interests of printers and print buyers are 
identical; neither, for that matter, would it be unreasonable to 
suggest that operatives anxious to maintain full employment might 
take into consideration the effect of print costs on future demand. 
Thus buyers are concerned that the larger problem should be 
solved in a way that is fair to them as well as to the parties more 
| directly implicated. But the first step towards any solution is an 
end to the present impasse. The Master Printers refuse to nego- 
tiate under duress: the L.S.C. appears determined not to lift the 
embargo until it secures some assurance of major concessions 
Arbitration should in theory provide a way out, but arbitration 
has been tried and has failed. The National Arbitration Tribunal, 
clearly impressed by the employers’ case, and obviously disliking 
the embargo, allowed itself to promulgate a ruling that, contrary « 
to intention, played right into the hands of the astute Mr. Willis 
With both sides adamant, it looks as if the embargo may go on 
for ever. But such a prospect is absurd. All the time it continues, 
the printing industry loses revenue because so much less work 
is turned out—and this loss is not confined to the employers. 
A stage must be reached when one side or the other gives way, 
however gracefully the surrender may be disguised 
Print buyers, for obvious reasons, must tend to the employers’ 
viewpoint, though they may acknowledge that every question has 
two sides to it. They do not ask the Master Printers to weaken 
their bargaining position by conceding anything that would pre- 
clude unfettered negotiation. But they are entitled to ask that both 
parties keep on trying to find some expedient by which they can 
get together without loss of face to either. This must happen even- 
tually; the task of statesmanship is to bring it about soon 
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To-morrow’s Topics 


ADVERTISING TO the U.S.A. must 
now take into account the effects 
of the Korean situation both on 
the American market and on 


buyer mentality. 
KOREA 


There is no rea- 


son so far to 
AND THE suppose that the 
U.S. BUYER 


rearmament pro- 

gramme announced 
by President Truman will mean 
a contraction in demand for 
British goods; the reverse may 
even prove the case, for presum- 
ably there will be some falling 
off in U.S. production of con- 
sumer goods and correspondingly 
less competitive pressure against 
imports. But the possibility of 
another world war is taken much 
less phlegmatically in the U.S.A. 
than here, and this creates an 
atmosphere not too favourable to 
“Come to Britain” advertising. 
It is believed that the Festival 
of Britain U.S. campaign launch- 
ing date will not be finally 
announced for a while, as plans 


may be subject to last-minute 
alteration 

_- _- = 
ASSUMING THAT no untoward 
international events intervene, 


and the Festival is held, it is to 
be hoped that everything possible 
will be done to 


OUTDOOR make outdoor ad- 
ADS vertising worthy of 
- NW Britain in 1951. 
1951 Both contractors 
and their clients 


mighi, well co-operate to ensure 
that all sites are spick-and-span 
before our overseas visitors 
arrive Particularly does this 
apply to sites near the Festival 
exhibitions. Doubtless the point 
has already occurred to the out- 
door advertising industry, and it 
is certain that any steps taken to 
this end will be welcomed by the 
exhibition organisers 
_-— -_- 

Lieur.-Cot R. H.  STEVENs, 
shortly due back in this country 
from U.S.A., where he has been 


—_— 


getting business for the Autumn 
number of ADVER- 
“MAN WITH fiser's) WEEKLY 
‘RIGHT-O” Supplement, “The 
American Market,” 
ACCENT’ appears to have 


made quite a hit 
with our American friends) An 
interview with him that appears 
in Editor and Publisher, of New 
York, runs to over two columns, 
under the heading “Helps to 
Gather Dollars in British Ad. 
Basket.” 


Main feature of the story, of 
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course, is a description of Col 
Stevens's war-time experience, 
when after being kidnapped by 
the Germans, he spent 54 years 
in concentration camps. But he 
is quoted on his “American Mar- 
ket” mission, and he doubtless 
smiled when he read the opening 
sentence, which introduces him 
as “the medium-sized man with 
the downbent nose, fox mous- 
tache, right-o accent and squint- 
laugh lines around his eyes.” 
Col. Stevens has met a num- 
ber of prominent Americans. 
including General Eisenhower, 
with whom he lunched. 
_— —_— = 
THE DETERGENT war, given offi- 
cial gnpetus from September 10 
by the de-rationing of soap, may 
develop a “second front”—the 
question “to rinse 


ans not to rinse” 


“ when the heavy 
SECOND wash is boiled. 


pM Already some 
kites have flown 
on this skyline. Wisk has ap- 


peared on bus sides with advice 
about saving rinsing time, and 
(though in quite small spaces at 
the moment) packets of Tide 
carry the message that rinsing is 
not absolutely essential 

In America similar advice 
evoked vigorous counter-attack 
from orthodox soap manufac- 
turers—one going so far as to 
take double-page spreads to “de- 
bunk” the no-rinse philosophy. 
— Red —_— 
Histories of successful 
hard to obtain 
because adver- 


CASE 
advertising are 
in this country, 


tisers tend to be so cagey. 
Exceptionally rare 

SUCCESSFUL are stories of the 
CAM kind likely to help 
PAIGN the really small 
FOR £180 advertiser, the 
tradesman whose 


appropriation may not run into 
three figures The Restaurant 
Trade Journal is therefore to be 
complimented on an article in 
its July issue that should be of 
real practical value to restaurant 
proprietors Written’ by an 
advertising agent, it gives some 
sound general advice, then goes 
on to tell of a successful cam- 
paign to popularise a seaside 
restaurant at a cost of £180. And 
the writer says precisely how it 


was done. He concludes, very 
appropriately, by warning his 
readers against wasting their 


money by spending it on worth- 
less propositions. 
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When readership 


is leisured ... 


It’s a familiar routine in millions of British homes. With the Sunday dinner cleared away, the 
adults of the family, at least, settle down to a quiet smoke and a long leisured read of the paper. 
Small wonder then that Grant Advertising take space in the Sunday Pictorial for Wills’s Gold 


Flake, for the Pictorial is emphatically a family paper with a weekly sale well in excess of 5,000,000, 


Sunday Pictorial 
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Follow 


OOKING through a 

couple of women's maga- 

zines, | have come to the 
conclusion that a wonderful job 
of education isin process. With 
the aid of a dozen or maybe 
twenty manufacturers—a score of 
minds with but a single thought 
the Englishwoman is slowly but 
surely learning what the inside 
of a refrigerator looks like. 

You, being exceptionally quick 

im the uptake, already know what 
it looks like: a lot of shelves 
packed tight with improbable 
foods such as apples, lemons and 
oranges; bottles of tomato ket- 
chup; pieces of cheese;. rounds 
of beef four inches tall and fifteen 
in diameter; chickens; and never, 
ah never! a bottle of cool lager 
bee 


f. 

That's what the Englishwoman 
is shown in advertisement after 
advertisement—the same dreary 
picture, always drawn from eye- 
level of a child of six, of a lot 
of food stacked on shelves. 

If she already owns a fridge 
and I suppose the odds are about 
SO to 1 against-—-she may see a 
little more than this. She can see 
whether the gadget that freezes 
the ice-cubes is plumb in the 


My Freezer 


centre or pushed over into the 
top right-hand corner-——a point 
that nobody who hasn't owned a 
fridge would notice. 

Of course, if the advertisement 
is in colour the women can also 
see whether the eggs are white. 
brown or speckled, and even find 
out what colour a refrigerator is 
apt to be. Which is any colour 


Review of 
Advertising 
by 
COPYTASTER 


she chooses, as long as it’s white. 

It is true that Frigidaire—all 
honour to them—also show the 
family that owns the thing. It 
is July, when one assumes that 
a fridge really comes into its own, 
providing cooling drinks for hot 
bodies, crisp salads, ice-creams. 
and all the fun of the fair. But 
this family doesn’t need a fridge 
at all it needs a transfusion of 


Head, Offic 
MAIDSTONE 


H.R. PRATT BOORMAN 


London 
80 FLEET STREET 


JARTHUR CLAY 


| day 
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“Nothing must be 
done to distract 
atiention from 
these food-packed 
shelves.” 


good red blood, 
warm from the 
donor. For the 
man wears a pull- 
over—in a refriger- 
ator advertisement 
in July !—and, like 
the boy, carries an 
overcoat, while the 
woman has a big 
red - riding - hood 
coat and woolly 


loves. The only ee 


TAS 


No home is complete without a FRIGIDAIRE 


ing that looks 


likely to be grate- 

ful for anything cold is the 
dog, and even his tongue isn't out 
very far. 

But the fridge is there, large 
as life, door wide open, nobody 
caring about the electricity bills, 
nobody even noticing that the 
automatic interior light has failed 
to switch on. For nothing must 
be done to distract women's 
attention from these food-packed 
shelves—all that meat, that cold 
chicken, and the oranges and 
lemons. Those ate the things 
that sell refrigerators. They must 

. OF so many advertisers 
wouldn't show them 

Yet I can’t help wondering 
whether there isn't some other 
way. It is possible, of course, 
that the twelve million house- 
wives of England are all dis- 
tracted by the difficulty of know- 
ing where to keep the ketchup, 
or that they will buy a Frigidaire 
because its picture has oranges 
and lemons instead of a Cold- 
rator (which has tomatoes and 
apples), but I doubt it 


My guess is that in July 
heat-wave month housewives 
and their husbands are more 
interested in such sordid matters 
as the price, the instalments, the 
floor-space needed, the number 
of bottles of milk or beer that 
will go on the top shelf. and how 
quickly they can get delivery. 
They may be blinded with science 

six cubic feet seems hig until 
one reads the refrigerator adver- 
tisements in American magazines 

but at this moment, when the 
buying urge is at its keenest. 
specific facts and aids to buying 
must surely be the order of the 
Winter is the time to sell 
the idea of buying a fridge, for 
that is a long-term task, but in 
summer one should be competi- 


the 


“Copy opens well, and 
women will find it interest- 
ing.” 


tive, specific, and helpful. Above 
all one should be distinctive. 
* * * 
EncuseH Execrric§ (which, 
exceptionally, has empty shelves) 
is indeed competitive. It is BIG 
—and size is so important. The 
copy Opens very well, and women 
will find it interesting. But “more 
than 6 cubic feet of cold storage 
space” must surely mean a it 
(Continued on page 154) 


“ENGLISH 
ELECTRIC 
| Phe BIG refrigerator” 


| 
| 
| 


SIZE is SO important 


(_—ASK ANY HOUSEWIFE WHO OWNS 
A REFRIGERATOR 
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\stay or io ——y Beh om | 
on ya 
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He’s due to hook for the Old Boys at three but he’ll finish the “ Post” in the train so that 
his wife can read it after lunch. The “ Post” is an essential part of the background of the 
young Midland business man. Someday he'll be a key executive or on the Board-—may be 


in the Council as well. He trusts our news and respects our views, and he accepts the 
advertisements as reliable—like the paper. 


n populatim of selected Midland: 
: last census. Beremngham agtooswnakel) 


lo cover the Midlands first cover Birmingham 


The Birmingham Post 


Morning Daily Member of A.B.C. 


. Z Ps ? : 
etd f Birmingham Mail Birmingham Weekly Post 


i? 


Evening Daily The Family Journal 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C4 
Branches ot Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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The Weekly Newspaper for the 
Potteries & North ‘Sahereiire | 


NET SALE 
exceeds 


34,000 
WEEKLY 


STAFFORDSHIRE” 
WEEKLY SENTINEL 


NORTHCLIFFE NEWSPAPERS GROUP LIMITED 
(R. 8. PENNEY Advertisement Director) Carmelite House, London, E.C.4 CEN 6000 


The circulation area of the Weekly Sentinel 
is shown in white on the map above 


| the 


| her a refrigerator 


aie a 


Printinc from “offset deep"’ plates results in deep 
ténes and rich colours. In this, as in all things, there 
is no substitute for experience . . . “offset deep”’ h 

been our piece de résistance since 1936. Today every 
job in the Chancery Lane works of Crances & Reao 
is printed from deep- 
etched plates which, in 
the light of experience, 
get better and better. 


To ensure dead accurate register when 
Peunting down negatives “and posutwes 
thes pompous register tester ws used 
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more to the manu- 
| facturers than to 
man in the 
street, Do the 


| average man and 


woman 
whether 6 cubic 
feet is big, very 
big. or just aver- 


know 


| age? Is 28) inches 
| an exceptionally 
| marrow width’? I 


simply don’t know 
-and if my wife 
wants me to buy 


COLDRATOR REFRIGERATORS =o *= 


I should be irri- 
tated by my own ignorance. If 
| the English Electric is so big, why 


| not publish a table showing its 


size compared with three other 
refrigerators, A, B, and C, at the 
same price or more? That would 
lure my cheque book from my 
poc! 

But just as I was about to 
sign the cheque | might well be 
given pause by the remark about 
“other refrigerators of compar- 
able size.” There I was, believ- 
in 1 was buying the big 
refrigerator—a kind of giant 
among pygmies end behold 
there are other giants too. 

Frigidaire’s copy is poor stuff 
after English Electric's. “Ask 
your dealer” is a miserably dull 
opening, and to talk to women 
in the very first paragraph about 
the current-saving motor is mid- 
summer madness. Has anybody 
in Frigidaire ever met any 
women? Tried to sell them a 
vacuum cleaner? Tried to teach 
them to read a gas meter? Isn't 
there anybody connected with the 
campaign? who knows that an 
overwhelming majority of women 
deliberately shut their minds 
against thoughts of machinery 
and motors? 
discouraging first paragraphs the 
copy is a useful and readable list 
of selling points. But why no 
price? Why no talk of 10s. a 
week? Why no news of how 
soon a_ Frigidaire. can’ be 
delivered? That's what women 
want to read 

* * * 


THe COoLDRaTor 
if full of fight—and | think it is 
too clever by half. Picture and 
copy both seem to me to suggest 
that the Coldrator is as roomy 
as—for example—the Frigidaire. 
Perhaps that’s just my folly, but 
others will be equally foolish-- 
and they will be sorely disap- 
pointed when they see the 
Coldrator in the shop. Or will 
they? When a woman is buying 
her first fridge, does she think 
of comparing cubic feet and shelf 
area, if the difference is not 
immediately apparent? 

* * 


SOMETHING 
admirable Refuge 
advertising involved me in a 
certain amount of correspon- 
dence, and provoked the Scottish 
Life Assurance Company to send 
| me a little leaflet. There is a 
| picture of a packet of cigarettes 


advertisement 


the 
Assurance 


I said about 


Apart from those’ 


“Full of fight but too clever by 
half.” 


on the cover, and inside there is 
simply a table showing “what the 
price of 10 cigarettes a day could 
bring to you and Yours. 

As an idea, this is first rate for 
more reasons than one. It makes 
the premiums seem small; it is 
much more vivid than saying 
“what £2 12s. 6d. a month could 
bring to you and yours”; and 

best of all perhaps—it brings a 
little feeling of guilt to the 
smoker's mind, a feeling that will 
recur when he buys his. next two 
or three packets of cigarettes. 

So much for the idea; but then 
came the execution, and the idea 
was hanged, drawn, . quartered, 
and made into haggis by one of 
the most unimaginative bits of 


Idea was first rate, but— 


folly I've seen in years. Without 
any further explanation of any 
kind the leaflet launched into a 
whirlpool of figures under these 
headings Age neat birthday; 
Endowment Assurance without 
profits 10 years; ditto 15 years; 
ditto 20 years; ditto 25 years; 
ditto 30 years; Flexible Policy 
Initial Sum Assured. That was 
all—there was not another word 
Not even the Company's address 
or telephone number. 

If this leaflet was intended to 
sell Life Assurance it was aimed, 
presumably, at people who 
haven't any. But how many such 
people have even an inkling of 
what these mysterious phrases 
mean? They are Double Dutch 
or Gaelic to me. 

Which just goes to show that 
the more an advertiser knows 
about his product, the more 
necessary it is to get his writing 
done by someone who knows 
something about his prospective 
customers. 
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GROWTH OF INDUSTRIAL ADVERTISING 


Economic approach 


to technical advertising 


Industrial advertising operates in a way quite | But somewhere and at some stage someone has 
different from that designed to sell consumer to see a prospective purchase of industrial 
products. The prospective buyer of machine | equipment and material against the broader 
tools or other factory equipment and material background of business economy as a whole. 
is a different personality from the same man A gain, for example, in the productive output 
approaching the purchase of something for his | of a machine shop (on which the technicians 
own use or for his household. of those departments are quite properly con- 

centrating) may have repercussions on assembly 

or packing or transportation departments 
Plant and materials for a factory are bought for which, unless they can be resolved, may have 
reasons of business economy, and industrial | the effect of pushing a bottle-neck further 
advertising, to be successful, must take this down the line. 
attitude into account and state these reasons. ; 

Only those responsible for the economy of an 
i enterprise can make decisions which affect that 
Some highly important reasons are technical | economy. Expenditure of capital can be made 
and these are given, chapter and verse, in the | only by those who have capital in their charge. 
excellent trade and technical journals—indis- | These are functions of Top Management, upon 
pensable in their respective fields—which this whose decisions the success of industrial adver- 
country is fortunate to possess. Through these tising in its broadest aspect rests. 
channels expert plant and production engineers _ 
and executives—the men responsible for selec- 
tion and recommendation—are informed of 
advantages which appeal to them in their 
specialised technical spheres. Their closest Top Management brings inevitably its business 
interests are departmentalised and so is the mind to its reading of THE FINANCIAL TIMES, 
approach and the language of advertising which | pre-eminently the daily newspaper of business 
gains their closest attention. | economy. 


It is the decisions that count. And the decisions 
to make substantial business purchases are 
made by business minds. 


INDUSTRIAL ADVERTISING in 
THE FINANCIAL TIMES 


reaches Top Management certainly 


SIDNEY HENSCHEL, ADVERTISEMENT MANAGER, 72, COLEMAN STREET, LONDON, £.€.2 


MONARCH 8833 
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myself searching for super- 

latives for use in the descrip- 
tion of a pack but this week | 
received one of the best examples 
of packaged salesmanship [ have 
seen in years. I refer to Cooper 
McDougalls “Woof”. 

The brand name is a pearl 
beyond price. To the four 
million odd dog owners in the 
country there is no need of 
further explanation; “Woof” is 
incontestably and irresistibly 
something to gladden a doggie 
heart. (And the way to a dog's 
heart ig the same as the way to 
a man’s—through bis stomach) 
Even in districts where the 
dictionary definition of “Woof,” 
used in weaving, is common 
knowledge dog owners will be in 
no doubt as to the meaning and 
purpose of the product. Nor 
can any of them avoid seeing it. 
The clientes red of the central 
panel with its black strip at the 
base and bright yellow strip at 
the top make up"a_ colour 
scheme that smacks you in the 
eyeballs at a distance of fully 
thirty feet. It is well known 
that red and yellow have very 
high attention value, but they are 
seldom combined with such good 
effect. 

The name “Woof” is written in 
lettering that is clear, large, alive 
and interesting, four virtues that 
appear together on a pack about 
as frequently as the total eclipse 
at Christmas time Whilst we 
are on the subject it might be as 
well to consider briefly the im 
portance of these attribute. so 
much to be desired but so sel 


|: is very rarely that I find 


Dogs’ Dinners And 
Perfumed Polish 


dom to 
packaging. 
That the type or lettering used 
for the brand name should be 
Clear is at first so obvious that it 
scarcely bears mentioning, but 
this paramount consideration is 
very often sacrificed in order to 


be seen in current 


REVIEW OF 
PACKAGING 
by Ronald Vickers 


achieve a spurious originality 
Letters distorted to fit into a sur- 
rounding shape is an example of 
what I mean 

That the name should be writ 
large will be immediately 
apparent to anyone who reads 
the statistics issued by the Minis 
try of Health concerning our 
lamentably myopic population. 

The brand name should be 
printed in an interesting manner 
for the same reason that an ad- 
vertisement should; and it should 
be alive because it has to catch 
the eye against a thousand com- 
peting distractions 

The copy on the “Woof” 
pack is sensibly written and is 
contained in panels not too re- 
gular to be stimulating and not 
too arty to be overlooked alto- 
gether 

But perhaps the most interest- 
ing thing about this pack is that 
it is not one pack at all but two. 
A sleeve of thin card, which 
forms the circular side of the 
pack, contains two shallow tins 
fitted end to end 
The customer 
opens the top one 
first; then turns the 
pack upside-down 
and opens the bot- 
tom one: thus the 


“Brand name, back- 
ground colour ani 
illustration all con 
vey the same mes 
sage simply and 
without excess art 
or copy. Perhaps 
that is why the 
message gets 
home.” 


156 


JuLy 27, 1950 


contents are kept 
fresh until required 
to be used. 

cS é2 8 ef 
McDougalls do noi 
allow buyers of 


“Woof” to over- 
look the name 
behind the name; the words 


“Cooper Dog Product” remind us 
that this firm makes other animal 
products too. 

Next time you are bringing 
out a new pack look up this 
article, the “Woof” story will 
remind you of many of the 
major points which make for 
success in modern packaging. 

‘¢ * * 


Nor since the days when the 
“Black Bottom” was all the rage 
and talking pictures were a new- 
fangled invention have purple 
skies and luscious scenery been 
popular in British packaging 


[Keystone 


Studio 
Pretty pictures often ring a bell 


where abstract art meets with 
indifference 
Many pictorial horrors, to be 


sure, are still with us, but sun- 
sets and sickly sentimentality are 
out of fashion; their place being 
taken by other and newer 
appeals to the lowest common 
denominator of public taste 

It seems, however, that the 


march of progress has not, in 
this respect at least, reached the 
sunny shores of South Africa, or 


we should not now be the sur- 
prised importers of “Koo.” at 
least not in its present garb. 
Strangely enough one does not 
find the orange and purple 
mountains as objectionable as 
one would expect; they do at 
least make a change from the 
rather negative purity of most 
English marmalade labels. 
Another point in favour of the 


Keystone Studio 


“One of the best examples of 
packaged salesmanship 1 have 
seen in years.” 


“Koo” label is the brevity of the 
name. So many manufacturers 
of products necessarily packed if 
circular containers overlook the 
effect that this shape of pack has 
on the display value of the 
brand name. If the name con- 
tains more than four or five 
letters either they must be 
printed small or some of then 
will disappear round the corner. 

The “Koo” pack would not be 
suitable for British products but 
I should not be surprised if a 
research test showed a majority 
of housewives in favour of this 
type of multi-coloured picture 
Pretty pictures often ring a bell 
where abstract art meets with 
indifference, and they need not 
be ill conceived nor poorly pro- 
duced. 


- . * 


ALTHOUGH a sharp increase in 
sales often follows the adoption 
of a well designed pack it is 
usually difficult to tie up a 
general marketing success with 
any specific cause. I suspect the 
primary reason why Lavendo, 
which I am informed is the 
largest selling furniture polish 
in the country, has achieved its 
rapid success is to be found in 
the appeal of the product itself. 
But, make no mistake, the pack 
always plays its part. Either it 
adds to the initial appeal, made 
in advertising, or it detracts 
from it. Either it is more 
attractive than its competitors or 
it is less so. Either, in other 
words, it increases your sales or 
it decreases them. 

Now if you ask nine out of 
ten of our package designers 
what is the most important factor 
in making shop sales of 
packaged products they will 
probably give you the wrong 
answer. They will think of all 
the considerations that tend to 
make the customer like the pro- 
duct once she has seen it. But 
first of all it must be seen, and 
the first necessity for any pack 
therefore is that it should 
visible to everyone that comes 
into the shop. In case you think 
I am going to continue with ex- 
(Continued on page 160) 
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eT a ae ad 


AND WATER ENGINEERING 


he 
Ate al 


STANDARD TYPE AREA: 10° x 7 


From the July 1950 issue “ Water and Water Engineering” 
with type area recommended as standard for technical journals 
LS.B.A. and other bodies. 


STILL BETTER EDITORIAL 


The iacrease in page size offers an opportunity for 
editorial presentation, of which full advantage is being taken ; = 
quality of the editorial has been unique for 50 years. 


COMPLETE COVERAGE 


“ Water” covers the whole field ; 


splendid opportunities to public works contractors, to suppliers of civil 
machinery, ey ee ee 
materials and many other supplies bought by this great industry. 


REGULAR FEATURES 


mead jecetytcne 


Bence journal | 


BLISHED MONTHLY FOR OVER SO YEARS 


Specimen copy and rates on application to >— 


THE COLLIERY GUARDIAN COMPANY LIMITED 
30-31 FURNIVAL STREET HOLBORN: LONDON: £.C4 
Publishers also of: COLLIERY GUARDIAN * GUIDE TO THE COALFIELDS WATER ENGINEER'S HANDBOOK 
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“Woman’s Day,” sold in grocery stores, 
has nearly 4,000,000 circulation 


WELVE years ago American 

housewives first found copies 
of Woman's Day on the counters 
of their local branches of the A. 
and P. grocery stores. It was 
an unpretentious little journal, 
designed to appeal to the woman 
doing her own housekeeping on 
a modest budget. 

To-day it is the sixth best sell- 
ing magazine in the U.S. with a 
circulation close on 4,000,000, 
against the 1937 figure of 650,000 
It is still sold only through A. 
and P. stores except in the State 
of Colorado where, for testing 
purposes, it is made available at 
news-stands. In the national 
periodical field it is the leader 
in single copy sales. 


ULRIC B. WALMSLEY 
Director and Advertisement Manager 
KEMSLEY HOUSE, 


A success story from U.S.A., telling how what was not 
long ago a free weekly book of menus has become one 
of the biggest-selling magazines for women, unique in 
that it is sold only through A. and P. grocery stores. 


By BRIAN GRIFFIN 


Alongside this steep circulation 
climb, advertising revenue has 
risen from $315,000 to more than 
$7,000,000. 

Certain classifications of adver- 
tisers are offered unique facilities 
for copy testing. Each edition 
is split into seven territorial 
sections and space may be bougnt 
in all or any combination of 
sections. However, although 
advertisers make full use of this 
copy testing service, only seven 
per cent of space is bought on a 
sectional basis 

Both advertisers and readers 
get value for their money. Early 
in 1947 the price was increased 
from two cents to five’cents, but 
considering that the average issue 
has about 140 pages compared 


with the original 32, there is some 
justification for the claim that 
Woman's Day is “the biggest little 
bargain at the A. and P.” There 
is always 60 per cent editorial 
content. 

Pulling power of the publica- 
tion was illustrated by a recent 
offer of a booklet on crocheting 
for 20 cents Over 330,000 
readers responded 


That is a picture of Woman's 
Day in 1950. What is the story 
of its phenomenal rise to pre- 
eminence in the American maga- 
zine field? 

The American housewife is the 
most pampered in the world and 
publishers have never under- 
estimated her potential purchas- 


Juty 27, 1950 


A charming cover picture 


ing power. Evidence of this fairty 
shouts at you from the editorial 
and advertising columns of a 
wide varicty of magazines 
designed to appeal to women. 

In no field has competition 
been keener than in the promotion 
of this group of publications. 
Millions of dollars went into 
circulation drives, publicity stunts 
and subscription bonuses. Edi- 
torially, women’s journals began 
to take on a glamorous air 

While the circulation battle 
raged Woman's Day, a compara- 
tively modest little production 
quietly entered the women's 


(Continued on page 160) 


tt 


solus on the front 
immediately. 


"tor these who find head tpls. t60 small, a 
larger space up to Si" # 


ols 1s.now accepted 


page. and is available 


This is a unique position and the rate is pro rata. 


Vacant dates on application and all spaces booked 
are‘ guaranteed insertion. 
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You are 


eae Big ob ee 


two people 


you (dear reader, anybody, everybody) are a 
Private Person — and a Public Person. 


You are man - or - woman - with - a - home - and - 
relations, man-or-woman-eating-breakfast, man-or- 
woman-taking-the-dog-for-a-walk. You are also man- 
or-woman-doing-a-particular-job : a job with a skill, 
language and world of its own. 

As Private Person you see the general press. 
In it you see a lot of advertisements for which we at 
Everetts are responsible : advertisements for people 
like Bob Martin’s, Boots, Rothmans, Civil Defence, 
Ferranti, Lilley & Skinner, Dorville, Chubb, the 
National Institute for the Blind. 


But as Public Person you’ve a specialised field of 
vision. You don’t see our advertisements for I.C.I. 


Everetts 


A GOOD AGENCY BY ALL ACCOUNTS 


Everetts are responsible for the advertising of: ACCURIST WATCHES; BOB MARTINS PRODUCTS; 
BOOTS PURE DRUG CO. LTD. (National and Medical Press); CABLE MAKERS ASSOCIATION; 
CHUBB SAFES AND LOCKS; C.0.1. (CIVIL DEFENCE 


Agricultural Products — unless you're farmer or 
stock-breeder. For Imperial Smelting Corporation — 
unless you’re manufacturer, engineer or industrial 
chemist. For the Cable Makers Association — unless 
you’re a cable-user. For the Zinc Development 
Association — unless you're architect, builder, paint 
manufacturer or user of die castings . . . Or unless 
your job is closely linked with the jobs of some of 
these hundreds of thousands of people. 

Each of these two types of advertising — advertis- 
ing directed to ‘people in general’ and advertising 
directed to occupational groups —has its special 
methods and media, its own tactics and techniques. 
We at Everetts have had long and wide experience 
of both types. Whichever type concerns you, why 
not consult us? ’ 


; COUNCIL OF INDUSTRIAL DESIGN; DORVILLE 


CLOTHES , DURESCO PAINTS; FERRANTI RADIO AND TELEVISION; GENERAL SERVICES LTD.; ILFORD 
FILMS; IMPERIAL CHEMICAL INDUSTRIES LTD. METALS AND FERTILIZERS; IMPERIAL SMELTING 
CORPORATION (SALES) LTD.; KARDOMAH COPPER AND TEA; LILLEY AND SKINNER SHOES; MANN 
CROSSMAN & PAULIN LTD. BEERS; MORTON SUNDOUR FABRICS; REVELATION SUITCASES; ROTHMAN 


CIGARETTES; THE BRITISH DRUG HOUSES; W.B. CORSETS; ZINC DEVELOPMENT ASSOCIATION, etc. 
. 


EVERETTS ADVERTISING LTD - I0 HERTFORD STREET - LONDON WI + GROSVENOR 3477 
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If you’re puzzled about premiums you can’t do better than 
look to plastics. They're so versatile — they lend themselves 


to so many different uses. Fraser & Glass have given a great 


deal of thought to premium gifts and they are ready with a 
whole lot of novel suggestions. And you may depend that 
these suggestions, while very much out of the ordinary, are 
essentially practical, for Fraser & Glass have been moulding 
plastics for over 25 years. Remember, for premium offers, 
plastics possess lots of scoring points —they are inex- 
pensive, hygienic and, being light-weight, they are easy 
to despatch. Another all important factor is that plastics 
can be ordered, initially, in reasonably modest quantities 
and then, later, can be repeated ad lib at speed. So to solve 
your premium puzzle successfully your first move should 
be to contact Fraser & Glass, Ltd., Woodside Lane, London, 
N.12. (Hillside 2224-5). 


and 


the plastics people 


service ficld. This was really the 
second stage of its development, 
for it grew from a free week'y 
book of menus showing how to 
plan economical meals and 
stretch the dollar as far as 
possible during the depression, 
Because of the enormous popu- 
larity of these menus A. and P 
decided to incorporate them into 
a magazine. 

When the first issue appeared a 


statement of editorial policy 
concluded “ .. . if we can ali talk 
over our problems and work 


them out together, perhaps we 
can make every woman's day a 
little easier, a little more fun and 
a whole lot more satisfying.” The 
object is the same to-day. 

Aimed at middie and low 
income groups, Woman's Day 
covers food, children, home 
decorating and every aspect of 
home-making, always with an eye 
to saving the housewife’s money. 


JuLy 27, 1950 


It is widely known as the how-to- 
do-it family magazine. Fiction 
is not overlooked, and some of 
America’s leading writers are 
regular contributors. Illustrations 
are of high standard. 

One of the most noticeable 
features of this popular journal 
is that it is in no way slanted 
towards the A. and P. stores, 
although it is owned and managed 
by a publishing subsidiary of the 
great chain food-store concern. 
Commentary on this indepen- 
dence, is the fact that more than 
50 per cent of the advertisements 
are for goods or services not 
offered in grocery stores. 

Grown great from humble 
beginnings, Woman's Day has the 
distinction of having achieved a 
sale of nearly 4,000,000 without 
the aid of any circulation promo- 
tion whatsoever. The secret is 
its limited-purse appeal to the 
average woman in the kitchen. 


“The idea of advertising con- 
trolling public relations is abhor- 
rent to me, although I am willing 
to concede that there can 
ocedsions when it may be bene- 
ficial for public relations to con- 
trol advertising.” 

This view is expressed by Mr. 
Alan Hess, public relations 
officer, Austin Motor Co., and 
vice-president of the Institute of 
Public Relations, in an article on 
“Public Relations in Great 
Britain” contributed to The Pub- 
lic Relations Journal of the 
Public Relations Society of 
America. 

The ideal arrangement, writes 
Mr. Hess, is for public relations 
and advertising to work together 
in amity and close association, 
helping one another and supple- 
menting one another, but con- 
trolled individually. The methods 
employed are so divergent and 
the technical knowledge required 
on both sides so specialised that 
no one commander could control 
all the forces to the best advan- 


tage. 
Explaining the mistrust of 
public relations, “deliberately 


fostered by certain irresponsible 
sections of the Press,” in this 
country, Mr. Hess describes cer- 
tain anomalies and “admitted 
malpractices,” but gives it as his 
opinion that there has been a 
marked improvement during the 
past two years 

These anomalies and malprac- 
tices, he goes on, have been 
seized on by a few editors who 
believe that all public relations 
exist only to frustrate them, and 
by “the more ignorant type of 


advertising agent who feels that 
his own agency could handle his 
client's public relations work 
perfectly adequately and get an 
additional fee for doing so. 


“ Advertising Control Of Public 
Relations Is Abhorrent” 


“Between them, editors and 
advertising agents have built up 
a case against public relations 
and editors have influenced pub- 
lic opinion through their columns 
while the advertising agents have 
added their ‘evidence’ through a 
whispering campaign. 

“The result is that when the 

blic spots an example of pub- 
ic relations it is instantly on its 
guard or resistant—the very anti- 
thesis of the atmosphere neces- 
sary for the proper impact of 
those with a gospel.” 


REVIEW OF 
PACKAGING 

(Continued from page 156) 
hortations to use brighter 
colours and bigger letters I 


hasten to remind you that it is 
not only what the pack is but 
where it is that counts. Where 
should it be? On the counter if 

ssible! Many sales are lost 
y advertisers who put up their 
packs in two or three dozen size 
outers which are too big for the 
retailers’ limited counter space. 
The Lavendo outer shown here 
contains only one dozen tins 
and these are packed so as to 
take up the minimum, area of 
,counter surface. The outer does 
not attempt to gild the lily by 
digressing on some artistic theme 
of its own but reiterates and 
supports the simple message 
stated and implied on the tin. 
The brand name, the background 
colour and the illustration all 
convey the same message simply 
and without excess art or copy. 

Perhaps that is why the mess- 
age gefs home 
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Whenever possible, please... 
NO lettering on artwork! — 


When you want lettering or some other line clement superimposed on a 
half-tone background, possibly in reverse or outlined, you can provide 
a complete drawing or a drawing plus a separate overlay for the line 
subjects. As photo engravers we prefer the latter. The transparent 
overlay permits accurate positioning: it enables us to make an entirely 
separate line negative for stripping-in or overprinting . . . ensures clean, 
sharp edges and the minimum amount of hand-work. 


When lettering or line elements are included 
on a predominantly half-tone subject, the solid 
parts must be “ painted-out™ on the process - 
screen negative by hand. This long process is 
eliminated when a transparent overlay is 
provided: a separate lin: negative is then 
made and stripped-in in the correct position. 
Particular attention should be paid to this 
procedure in the preparation of finished 
drawing for half-tone colour work, Lettering 
or other line elements printing in black should 
always be prepared separately: close register 
is thus avoided and cleaner, sharper, printing 
results. 


LONDON (fread Office and Works) 
Standard House, Farringdon St., London, B.C A. 


Telephone » CENtral 2020. 


BIRMINGHAM (Office and Works) 

65 Livery Street. Telephone : CENtral 7971, 
BRISTOL (Office and Works) 

669-671 Fishponds Road, Bristol. Telephone: 


FISHPONDS 55373-4. 
MANCHESTER (office) 


Sun Chambers, 15 Market Sireet. Telephone: 
BLACKFRIARS 2004. 
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This lively Channel Island daily has a 
paid sale (A.B.C.) of 10,912 amongst a 
population of 40,000!! Its claim to reach 
every household on the island is 
obviously fully justifiable. 


E.W. PLAYER LTD. 


30-32 FLEET STREET E-C’4 CENrrat2786-7-8 
The London office for some of the best media in the country. 


CAMBRIDGESHIRE TIMES 


GROUP 
* 
Mi Oy 292 
* 


TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


Copies 
Weekly 


London Representative : 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


Over 60 years of service to the engineering 
industry 


MECHANICAL WORLD ° 


AND ENGINEERING RECORD 


-— with an impressive list 
of subscribers and advertisers 


EMMOTT & COMPANY LIMITED, 21 SEOFORD STREET LONDON W,.C.2 
STREET WEST MANCHESTER 9 
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This Editor 


Jury 27, 1950 


Is 


An Optimist! 


HE editor of Weston Enter- 

prise, new monthly house 
organ of the Weston biscuit 
organisation, is on record in a 
hand-out as saying that it is the 
ambition of his firm to have one 
of the finest, most informative 
house publications in the civilised 
world. And in his first editorial 
he quotes Cervantes: “He that 
publishes a book runs a very 
great hazard, since nothing can 
be more impossible than to com- 
pose one that may secure the 
approbation of every reader.” 

The editoriai continues: “This 
may have beza --ue back in 1600 
when he wrote it and it may 
have been true up to May, 1950. 
But now that Weston Enterprise 
has come into being, we some- 
how wonder if the skids have not 
been put under this pillar of 
wisdom.” 

Authors should smile whea 
they make statements like that 
about their work, but there is no 
trace of humour in the context. 

The editor reveals that he was 
associated with a large and 
important publishing house which 
had nearly 300 trained writers 
and editors to draw upon for a 
house organ. Despite that experi- 
ence he still suggests that he may 
secure the approbation of every 
reader. How true it is that the 
only thing we learn from history 
is that we never learn from 
history! 

The magazine is brisk, newsy, 
amply illustrated and well laced 
with pep talk. Local news from 
the various factories is grouped 
under sectionalised headings. It 
remains to be discovered to what 
extent people in a Belfast branch 
are interested in chit-chat about 
the personal affairs of folk in, 
say, a branch in Wales, and 
whether the policy of sectionalis- 
ing regional news will enable the 
editor to justify his implied boast 
of pleasing all the people all the 
time 

* * * 


In CONTRAST to this rather 
bombastic attitude to the joys and 
sorrows of editorship is the vale- 
diction of Martyn Gordon-Fisher, 
who is coming down from Oxford 
and relinquishing his association 
with Cherwell, which he acquired, 
complete with its debts, in 1947 
when he was but 17 years of age. 
It is now edited by Stanley Parker. 
but Gordon-Fisher was its editor 
during the period of its rebirth. 

“It is great fun being King of 
any Castle,” he writes, “and 
especially an Oxford Castle, but 
it is a precarious throne—if one 
is a moderate success nicely 
tempered praise is the result, if 
the success is more spectacular the 
flood gates of jealousy are 
opened—and one must beware 
that one’s castle does not tura 
out to be a castle of cards 


“One paid for it too, of course, 
paid with illusions, and though, 
since, these have been replaced 
by a philosophy based on experi- 
ence of human nature one found 
oneself, at the end of six months, 
something of a cynic. It was 
often only too apparent which 
invitation was for Martyn, and 
which for the owner of the 


Spotlight On 
House Organs 


by 
BRIAN HILTON 


Cherwell! Gradually, however, a 
balance was struck, and one 


“began to realise which smiling 


face had a‘ motive behind it, and 
which one hadn't.” 

With which useful bit of edu- 
cation Gordon-Fisher goes out 
into the world—not into journal- 
ism but to the Bar. 


*. * * 


MANY HOUSE ORGANS have 
regional sections to deal with 
local news of various branches, 
but not many have sections 
printed locally The Summer 
Number of Guinness Time con- 
tains an cight page section 


_ Printed in Dublin. 


Incidentally, Guinness Time has 
its front pages set in 10 pt. Gill 
and its back pages in & pt. Gill 
(the Irish section is in 8 pt. 
Rockwell). A 164 em column 
width is a little too wide for 8 pt. 
set solid. Why not set three 
columns to the page and reduce 
the rather wide margins so as 
to give three 114 em columns 
with one em between? I would 
sacrifice the marginal width with 
reluctance, but if space must be 
saved this luxury might be 
trimmed. 


* . * 


PUBLICATION in The Tabulator, 
a bulletin devoted to Hollerith 
punched card accounting, of 
“how other people do it” articles 
is obviously sound editorial 
technique. The whole secret of 
technical articles of this kind is 
that they shall go deeply into 
detail, and these do Broad 
principles are much the same for 
every business; what differs is 
the detail, and these should be 
described intimately even down 
to the merest trifles, for they are 
the things we want to know about 
the methods of other fellows in 
the same line of business. 
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(BARNET) LIMITED 


167 HIGH STREET - BARNET - HERTS. | 
TEL: GAR. 122 


MAY WE PUT OUR 
EXPERIENCE AT 
YOUR DISPOSAL 
Specialists in 
Display and Design 


Units 
Sales Aids 


Signs 
Stands in 
all metals in- 


cluding wrought 
iron. 


Displays by Morey mean increased sales | 
Our Aim: Quality combined with economy | 


HELP “OLD BEN”! 


The Newsvendors’ Benevolent and Provident Institu- 

tion, known affectionately as “Old Ben” has, since 

1839, assisted in their time of need many people 

engaged in the publishing, wholesale and retail sides 

of the newspaper and periodical trade. In 1949 

£14,852 was spent on Grants. This year it is estimated 
that over £17,000 will be distributed. 


Support the SUNDAY CONCERT at 
LONDON COLISEUM, October 29th 
and help the Society's funds by taking space in the 


SOUVENIR PROGRAMME 


being produced by The Amalgamated Press Ltd. 
The advertisement pages are now being arranged. 


Rate £120 per Page 


and pro rata. Screen 120 


Please be generous in your support 


For space, please write to: 
Chas. E. Mander, Advertisement Director 
The Amalgamated Press, Ltd., The Fleetway House, E.C.4 


Type area 8|" x 6” 


To meet the insistent 
demand from its readers 


THE 
ENGLISH-SPEAKING 
WORLD 


will be published 
MONTHLY 


as from October next 


New Editorial Board—more _ illustrations—-greater 
liveliness—and quality higher than ever before. 


RESERVE SPACE NOW and increase your sales to an “A”™ 
class and loya! readership in the higher income groups 
in Great Britain, the Commonwealth, and the United 
States of America. 


AUDITED CIRCULATION 39,285 


PUBLISHER'S NOTE: There are an 
additional | 045 copies of the current issue 
[ which will be dispatched to new members 
on election. 
Every copy by mail direct into the home of an enthusiast 
for full British-American co-operation, with enough 
purchasing power to enjoy the good things of life. 


Do not miss this unique coverage. 


THE ENGLISH-SPEAKING WORLD reaches North 
America’s most pro-British and wealthy markets, and 
provides the finest opportunity for presenting your 
story to thousands of visitors to this country every 
year—people moreover who admire our culture and 
customs, the integrity of our business houses and the 
high quality of our products. They are buyers of the 
best we can produce. 

Space may be reserved separately for the British 
or the American edition. 


NEW RATES 


Owing to the increased circulation and rising costs 
of production we are compelled to adjust our 
advertising rates. New rates operate as and from 
the October issue 1950 as under 


page 
(Fecing Matter guaranteed) (Pacing Matter guaranteed) 


Insets accepted. Half-tone blocks 100 screen. Press 
date 10th of preceding month. 


Specimen copy and rate-card on request. 
cc 
CECIL M. SADLER, Advertisement Manager 


THE ENGLISH-SPEAKING WORLD 
37 CHARLES STREET, BERKELEY SQUARE, W.!. MAYinir 7400 
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ADVERTISER'S WEEKLY 


With smaller papers again the rule, WILTON 


EVAN holds an inquest on the 


‘OW are the weeklies facing 

up to their thankless task 

f shedding the load now 

that smaller papers are once 

more the compulsory vogue? 

This problem has caused many 

a headache round the conference 

table in recent weeks, and as yet 

it is too early to do more than 

indicate such trends of thought 
as are becoming manifest. 

Most vexed question, of course. 
is that of a maximum limit on 
advertising space. Here—as is the 
case throughout the whole sorry 
story—there is a premium on 
efficiency. The thriving, well- 
established journal, instead of 
reaping the reward, is compelled 
to be most ruthless, Already the 
meagre 4 in. dc. is being re- 
suscitated as the top limit in some 
offices. Some triple column and 
solus positions have vanished - 
though contract bookings have 
complicated the situation in some 
instances, As for the advertise- 
ment manager, no one loves him 
this July; restriction is his middle 
name. 

Already there is evidence that 
the wisest policy will prove most 
difficult to pursue—and in at- 
tempting to give everyone a fair 
crack of the whip, managements 
must expect plenty of back-lash 
They cannot hope to please every- 
one, all the time. The local trader 
will grouse that the big firms, with 
agepcy bookings, are doing better; 
and the latter will have a very 


| different interpretation. 
* * 


* 
UTTING their administrative 
costs to the bone, some firms 
are welcoming, almost willy-nilly. 
all comers to the advertising 
columns. First come, first served, 

and thank you very much 
Others display more discrimina- 
tion and responsibility, distribut- 
ing their space without fear or 
favour over as large and as 
general a field as possible. In 
so doing they observe the finest 
traditions of the Press, according 
the freedom of their columns to 
as wide and well-assorted appeals 
as possible. (The freedom of the 
Press is a two-way affair; it is not 


Regional Weeklies. 
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Massacre of the Innocents 


an editorial prerogative; the ad- 
vertiser is entitled to share.) 

The Muswell Hill Record gave 
front page prominence to one 
solution which is becoming in- 
creasingly popular. They have 
Started a special feature of classi- 
fied smalls under the heading 
“This Week's Bargains.” Items 
for sale or wanted are both in- 
cluded; a special late deadline, 24 
hours after ordinary classifieds, 
has been introduced. The Record 
announced that the feature was 
started at the request of many 
readers. 

Giving the new feature an 
editorial build-up, punchily writ- 
ten, they declared: “If you want 
to buy anything, advertise for it.” 

That last bit should make irate 
advertisement managers, fresh 
from the massacre of their own 
innocents, goggle more than 
somewhat. 

Fundamentally, however, is it 
not sound? The volume of new 
business the write-up will attract 
is not likely to be large, but 
clients denied display space may 
be appeased by inclusion with the 
bargain boys. 

* aa *. 
IKE women on a_ windy 

4 washing day, many of the old 
established papers are clinging on 
to their smalls. 

Notable changes have been 
taking place, in recent months, 
on The Barnet Press which is ar 
proaching its centenary. Despite 
considerable re-jigging, on the 
editorial side, they have increased 
the space allotted to smalls, which 
now exceeds 17 columns a week 
Allocation of news of each district 
to specific pages brightens the 
prospects of localised appeals. A 
new feature page is winning 
strong advertising support. 

The front page remains solely 
devoted to display ads. of varying 
size and mixed interest, while 
other displays are grouped on an 
inside page as a composite feature 
entitled (across four columns) 
“Diary of Events.” A _ similar 
grouping could be secured in 
many weeklies with no great 
trouble, and would give good 
dividends 


Valuers and estate agents are 
prominent advertisers. Ten of 
such firms, grouped in a large 
panel, emphasised their member- 
ship of professional organisations 
and announced it was contrary to 
their professional ethics to can- 
vass for instructions to sell 
properties where other agents 
have been appointed. The prestige 
value of such advertising sheds 
some of its rays on the standing 
of The Barnet Press, too. 

* . . 


RAFTY customers are always 

trying to infiltrate into the 
news columns to acquire free 
publicity, and editors are being 
counselled, these days, to keep 
an especially sharp lookout. 
Under the prevailing restrictions, 
some who would be quite pre- 
pared to pay in the normal way 
are feeling frustrated, and try to 
jump the gun and obtain editorial 
mention. 

Besides the crafty, some sup- 
pliants are genuine though naive. 
Considerable pressure is being 
exerted by chemists who think 
there is a strong news value in 
naming those who are to be open 
at week-ends, There is a strong 
advertising value, too—-but this 
seems to escape their notice. Two 
suburban newspapers, owned by 
the same firm, are the only papers 
1 know to fall for this bait. They 
regularly give the chemists a news 
patagraph, and politely assure 
would-be advertisers that there is 
a six-weeks wait 
before they can 
crash into any of 
the 24 columns of 
smalls which each 
paper carries 
weekly! 

The best adver- 
tising has always 
some news element 
about it but 
where do we draw 
the line? Are 
readers not likely 
to be interested in 
the time of the last 
train, the local 
films even new 
books in the local 
library? But pub- 


lishers, unlike chemists, don’t try 
to coat the pill. 

Some time ago the Newspaper 
Society circulated an interesting 
memorandum on this topic. Is 
another reminder due? 

> . * 
ANY local newspapers do 
their best to identify them- 
selves with the town they serve, 
but few are fortunate enough to 
so permanently through 
media other than print. 

Pictured herewith is the reno- 
vated headquarters of the London 
and Essex Guardian Newspapers 
Ltd., and the Walthamstow Press 
Ltd. Guardian House is near the 
large sub-county centre which in- 
cludes Walthamstow Town Hall, 
a municipal assembly hall, a 
technical college and a school of 
art. Architecturally the building, 
as renovated, can stand compari- 
son with its surroundings. Con- 
siderable bomb damage repairs 
were necessary, particularly in 
the large single floor works 
building at the rear of the front- 
age on Forest Road 

The frontage, originally carried 
out with white plaster finish and 
surmounted by a steel and glass 
tower, has now been rebuilt in 
2 in. hand-made red brickwork, 
giving a particularly warm and 
pleasing exterior, The entrance 


hall has been entirely recon- 
structed and includes large glass 
brick panels in front and on side 
walls. The well-known glass and 


Re-styled and repaired—London and Essex 
Guardian Newspapers’ H.Q. 
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REGIONAL WEEKLIES 


steel tower was found to be con- 
siderably damaged by bomb blast, 
and has been removed. in its 
place, a large, clear-faced syn- 
chromatic clock has been in- 
stalled. Originally the frontage 
had a rather vertical appearance 
with a curved effect to the win- 
dows, supporting piers and 
entrance. Now the structure ap- 
pears more horizontal and the 
features generally have been 
squared up. It will be easier for 
extensions to harmonise. 

Since the war considerable new 
additions to plant have been made 
including typesetting plant and 
equipment; Michle automatic 
presses, automatic platens, mould- 
ing presses, power guillotines and 
generators. Further rotary and 
flatbed plant is on order. 


* * 


mark the centenary year of 
the Bath, Somerset, Glouces- 
ter and Wilts Building Society, 
the Bath and Wilts Chronicle and 
Herald, and the Bath Weekly 
Chronicle and Herald promoted 
two special pages under a banner 
headline “Century-old Bath 
Business Houses Salute the New 
Centenarian.” The features were 
well supported by local firms. 
each of which could boast 100 
years’ local service. Longevity 
being in the air, it is interesting 
to note that the Chronicle first 
appeared in 1760 and the Herald 
32 years later. 
* * * 


HEN the town staged its 

first post-war Ideal Home 
and Trades Exhibition—a ten 
days affair — the Doncaster 
Chromcle rose to the occasion 
well, devoting a complete page 
to its preliminary write-up. A 


snappy survey, under a four 
column heading, was supported 
by the advertisements of many 


exhibitors. The single illustration 
used was of the police stand 
thus giving rise to no suspicion 
of commercial favouritism! 

* * * 


ITH skilful juxtapositioning, 

the Luton News manages to 
invest a miscellaneous collection 
of small displays into a neat 
composite under the heading “A 
Reference Guide For Your 
Everyday Requirements.” A wel- 
come departure has been that 
some firms have figured twice in 
the same feature After all, 
there is no rule against it, and a 
pleasant, symmetrical effect can 
be secured. For the small ad- 
vertiser this is a commendable 
double-punch—-calculated to hit 
the reader in both eyes. 


* * * 


OCAL colour may be noted 
in some of the latest bank 
advertisements Barclays are 


doing well with a nursery rhyme 
series, on the map motif, spotted 
in the Banbury Advertiser—an 
exceedingly clever effort. Riding 
his cock horse across a map of 
Oxford and 


its environs, an 


- @ @® We. -wcs 


eager-eyed young man has his 
gaze focused on the fair lady of 
Banbury Cross, seen top right on 
a lively palfrey 

The copywriter says: “We can- 
not, we fear, honestly claim the 
original and decorative lady of 
the Cross as a customer of 
Barclays. She should have been, 


From the Barclays Bank ad. in 
the “Banbury Advertiser’. 


of course—with all that jewellery 
she needed somewhere safe to 
leave it when her white horse 
carried her away from Banbury 
on visits, or on holidays. We are. 
however. happy to number many 
‘fine ladies’ among our Banbury 
customers to-day. They bank with 
us, we like to think, because they 
feel that the Barclays tradition 
of willing service to the local 
community means that their finan- 
cial affairs will be attended io 
with competence and care; be- 
cause, in fact, they feel that 
though they may not ‘have music 
wherever they go’ their relations 
with their banker will always be 
harmonious and pleasant.” 

Such series, where possible, 
will start in the town of origin 
Dr. Foster makes his bow at 
Gloucester, for example. The 
intention is not to keep the appeal 
too local. Mary, avec small lamb. 
will even step across the channe! 
to help popularise the Bank's 
travel services. Incidentally. 
Barclays (Overseas) Ltd. have 
found maps a useful advertising 
motif for a long time 

This nursery rhyme technique 
is an especially sound line for 
bank advertising. The agents 
who pulled out this particular 
plum are Charles Barker & Sons. 


“REMEMBER CANNOCK” 
“When covering the Midlands, 
remember Cannock!” advises the 
promotion booklet recently issued 
by the publishers of the Cannock 
Advertiser and the Hednesford 
Advertiser. Theme is the rapid 
growth of population in this part 
of Staffordshire. The bookict 
points out that Cannock is not 
just a mining district—it is also 
a popular residential area. 
Industry, pee. transport, 
shopping acilities, etc. are 
briefly analysed, and details of 
the newspapers’ circulation and 
i rates are given. 
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THE 


‘WELLINGTON JOURNAL 


& 
SHREWSBURY NEWS 


NET SALES 54, | 82 WEEKLY (A.B.C.) 


Lordon Representotive - 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4, (cENtro! 2626 


LARGEST WET 


Rates on 


The weekly average of small classified advertisements is |,249 inches, equalling 5! columas 
application 


Advertisement Flat Rate 20/- per s.c. inch 

TIMES BU!LDINGS SIDCUP 7 
London Office: 329 High Holborn, W.C.! 
e/s0 at Bromiey, Orpington, Eitharn, Bexleyheath, Erith and Dartford 


SALE 


KENTISH TIMES 


SERIES OF EIGHT LOCALISED EDITIONS 


IN KENT 


Tel: Foots Cray 3077 (3 lines) 
Tel.: Holborn 2730 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous and 
prosperous area of South-West 
Middlesex. 


. NET SALES 


i 


UNRIVALLED 


A. B.C. 


IN— 
NORTH ESSEX 


Standard 


Coichester 


Gazette 


FIGURES 
PROVE IT 


CANNOCK CHASE 


POPULATION OVER 65.000 


, 


CANNOCK — 
A 


WEEKLY WET SALE Over [S000 Mee 


WEAD OFFICE CAMNOCK STAFFS TEL 2225 
LONDON. 80. FLEET STREET TEL CEN 7500 
BROCHURE Of REQUEST 


| 


KENT Sport & Entertainment 


REPORTER 


The only periodical of its kind in KENT 


For Specimen Copy, Rate Card 
otc, write 

KENT SPORT & ENTERTAINMENT 
REPORTER 


| Towewall St. Dover, Kent 


A MUST on 
the Sport & Entertainment Schedule 
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Provision Merchants Association, says “| shways read 
and use the Southport Guardian because it gives me 
just what | want to know about the town, its municipal 
affairs and business trends Benefit by his experience, 
use the 


SOUTHPORT 
GUARDIAN 


E. J. WILLS 
118 FLEET STREET, E.C.4 
CENeral 2715/4571 


AND YOU WILL BE 
RIGHT 


if you advertise in the 


NATIONAL NEWSAGENT 
Bookseller, Stationer 
@ The only independent retailers’ 

journal. 
© The only Sfigure net sale 
journal. 
Specimen Copy. Rate Card, ete. 
from 
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HE STRAND LITHOGRAPHIC CO. LTD 


1S) FARRINGOON RD. LONDON E.C.1. Telephone Terminus 169! (4 lines) 
Rathbone /241 


Ce Mew: 


Two eventials t 


We wish to contact leading designers and 
typographers for high class brochures and 


Y - : catalogues. Also artists who specialise, 

; — or wish to specialise in car illustration. 

ty Please apply to F. Francis, Art Director. 

zs ASTRAL ARTS GROUP LIMITED 
245, Vauxhall Bridge Road, London, 8.W.1. Tel. : Vie. 5303/6 

3 ; 

“sf DISPLAYS 

q EXHIBITIONS STANDS SIG NS 


eVEee GCOSCeLFTIOe 


MERCURY 


DISPLAYS LTD. 


VAUXHALL BRIDGE ROAD 
TORIA-S.W.1. TEL. VIC 0912-3) | 


sup enecrion 


REGINA STUDIOS (SIGNS & DIS 
27, BOSTON BOAR HANWE 


stnovaTion 


Pays 10 
uw 


245 
vic 


The focal Retailer knows | 


Mr Harold J. Sharples, young principal of an expanding | 
grocery firm and past President of the Southport | 
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These Are Advertising In 
The Weeklies 


By LONDON REP. 


were started in June, of 
special interest being some 
for new products from well- 
known manufacturers. These 
were mostly regional! schemes. 
Of the widespread campaigns 
that were issued by the National 
Coal Board, six doubles advised 
consumers “to save 10s, a ton... 
by ordering before July 15th.” 
The Ministry of Labour also 
used three singles to announce 
the opening in certain towns of 
nursing appointments offices. 
National Foot Health Week was 
also of interest to some weeklies 
in the South which carried four 
doubles on the exhibition at 
Central Hall, Westminster. The 
spaces were sponsored by the 
Foot Health Educationa! Bureau. 


Gree new campaigns 


A new three double Sifta 
iodized salt scheme recently 
started, these jolly-looking spaces 
going into many areas The 
Royal Show was again adver- 
tised in weeklies, but not, I 


thought, in so many as in pre- 
vious years. 

Six doubles for the Roxy 
bathing cap appeared—interest- 
ing. as I do not recall seeing 
Roxy in weekly media before. 
Also new and of interest was a 
concentrated scheme for Can- 
nings’ jam in Southern areas, six 
doubles being used. A simple, 
yet striking layout showed a pot 
of Cannings jam held up in a 


hand. In the South-East a new 
scheme began for Hollambys’ 
products-—-one ad featuring 


White Oils embrocation in eight 
doubles. 

Other localised schemes in the 
South included Johnsons’ Liquid 
Wax and Furmoto floor cream, 
while an interesting announce- 
ment was that for Aerite, a new 
British discovery. Aerite “clears 
the air—banishes indoor odours 
and keeps flies away.” All that 
needs to be done “is to stand a 
bottle of Aerite on a table or 
shelf and it vapourises away 
any odour.” It is recommended 
for boarding houses, hotels and 
the catering trade 

A new six double scheme for 
Winner shag recently started, and 
a number of weeklies were carry- 
ing insertions for the Batley con- 
crete garage. It was also good 


to see Crawfords’ Cream 
Crackers back again in four 
doubles and a scheme in the 


West Midlands using 8 in. d.c. 
for Colman’s Tablet _starch—a 
new product. S.R. Toothpaste 
spaces appeared here and there, 
and there were De Witt pills four 
doubles in some areas 


As in past years, Selfridges 


used weeklies in-the North West 
to tie up with local wakes weeks. 
Three doubles went in, headed 
“Visiting London?” and 
“Welcome to Selfridges.” A 
very good idea. Boots were also 


NEW ADVERTISERS 


National Coal Board, Selfridges, 
Foot Health Educational Bureau, 
Aerite, Hollambys, Winner shag, 
Crawfords’ Cream Crackers, 
Batley concrete garage, Sifta salt, 
Johnsons’ Liquid Wax, Royal 
Show, De Witts’ pills, “Roxy” 
bathing cap, Colman’s Tablet 
starch, Harley chocolates, Petters 
Lid., Cannings’ jams, Ajax clean- 
ser, Bush television, H.M.V. 
television, Adelphi television 
Fertosoil, Raisley baking powder, 
Model Shop, Stag salt, Jeyes 
Fluid. 


active, cight double “holiday 
requisites” spaces going in many 
weeklies. New were some eight 
doubles for Petter engines 
usually in selected weeklies) tying 
up with the various agricultural 
shows now taking place. New, 
too, were some eleven triples for 
Colgate-Palmolive’s Ajax cleanser 

these spaces being in some 
North Eastern areas. 

There seems to have been a 
marked revival of TV advertising 
lately, chiefly in West Midlands 
areas, for H.M.V., Bush, and 
Adelphi. Adelphi is a set I do 
not recall seeing advertised before 
in weekly media. 

Some new faces were to be 
seen among publisher and peri- 
odical advertisers using the week- 
lies last month. Tit-Bits was one, 
a four double announcing that 
Frankie Howerd’s life story would 
be appearing in the paper. 
Eight doubles for Housewife went 
in many weeklies in particular 
counties, the copy featuring a 


double offer—for a new jam- 
making chart, and a romper suit 
pattern. Power Farmer four 


doubles also went in agricultural 
weeklies. In the newspaper field, 
Sunday Dispatch widely an- 
nounced the second part of the 
Caroline novel, the Daily Express 
let it be known that Frank Owen 
had joined their staff, and the 
News Chronicle proclaimed that 
Charles Buchan was covering the 
World Cup for them. Interesting. 
too, was a six double for The 
Times in many weeklies announc- 
ing a second “Survey of British 
Agriculture” supplement. 
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the new 
all-purpose 
Process 


White 


WHICH PHOTOGRAPHS 
ITS TRUE VALUE 


First in the field with Chinese 

White 116 years ago, Winsor & 

Newton are now proud to announce ALBALIN, the newest, finest white 
obtainable today for every kind of process work. Intensely brilliant and with 
an opacity previously associated only with lead whites, ALBALIN re- 
presents everything you've wanted and waited for so long. It photographs 
its true value and its high degree of obliterative power permits thinner ap- 
plication, which means quicker drying and economy. Its free flowing qualities 
make it ideal for use with brush, ruling pen and air-gun. It does not crack 
or chip. Finally, notwithstanding that it is the finest process white you 

y can buy, ALBALIN costs mo more. 
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t-o2.(f. cap) » » «+ 1% 44.0ach 
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Winsor G Newton Lrd., Wealdstone, Middx. Also at New York & Sydney, N.S.W 
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ver is , 


Advertising, Ltd. 


require ACCOUNT : Mg dl { 
ao} EXECUTIVE a. 
for their office in Fi worker : ; 


Johannesburg 


ia 


i ae ae 


HE APPOINTMENT is an important one with 
T responsibility for servicing a large national 
account. The man we are looking for will possess . 
a sound advertising background supported with the 3 Starting a Staff Savings Group is a simple 
right personality for a job of this size. Process. All the information, equipment 

and publicity material you require will 
be gladly sent free of charge on 
application to your Local Savings Committee 


or to the National Savings Committee, 
with confidence, must be made in writing to 1-5 Prince’s Gate, London, $.W.7, 


A HIGH SALARY commensurate with experience 


and the necessary qualifications will be paid to secure 


the right man. Applications, which will be treated 


The Managing Director 
Grant Advertising, Ltd., 36 Grosvenor Street, W.1 
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Mainly Personal— 


By CONTACT 


ONE WHO has acquitted 
himself with credit in busi- 
ness, war and sport is E. C. 


in which his father founded the 
printing firm of P. C. Millard & 
Sons Ltd., into which Bunny was 
destined to go on leaving Lanc- 


Millard, recently elected ing College in 1914. Most of his 
captain of time with the firm has been spent 
the News- “outside” selling—-what he calls 
paper and “the practical side of our busi- 
A d vertisers ness” being run by his brother, 
Golfing So- Leonard. The first world war, 
crety. during which he was gassed, took 
Let us him away for three years; the 
take Sport second—in which he went on a 
first un number of military missions and 
ny” Millard was made a Chevalier of the 
has been a Légion d'Honneur, with a Croix 
scratch gol de Guerre (Palm)}—for six. 
fer since Bunny was married two years 
19 ape a ago and had a son in March. 
Royal Wim- a 
bledon club = E.. C. Millard , ” 


SPECIAL interest of D. G 
Denoon, who has been elected 
chairman of the British Electrical 
and Allied Manufacturers’ Asso- 
ciation, is the development of 
illustration technique in technical 
publicity. He has had much to 
do with technical publicity in the 


since 1920, 
and is captain of the Surrey 
County Golf Union. Joining 
N.A.GS. before the war, he won 
the Scratch Prize in the last pre- 
war meeting, 1947 was a par- 
ticularly good year for him. He 
was second in the first post-war 
meeting in the Spring, won the electrical industry since 1934, 
Summer Meeting and took the when he became publicity man- 
Scratch Frize in the Autumn. ager of Callender’s Cable and 
He was born in 1897, the year Construction. In 1945 he be- 


* ADVERTISING MANAGER'S CORNER : 


It’s an Idea! 


All sorts of people get brainwaves from time to 
time — artists, ideas men, directors, typists, and 
travellers. Some of these ideas are almost winners 
but they need very much more experience and 
*know how’ to make them work. 

It's one thing to think of balancing a bottle or 
glass on the tip of a man’s little finger, but quite 
another to work the idea out in card so that it looks 
as good as it sounds, 3 
That's where we come in. We have been handling 
this sort of problem successfully for 38 years. 


Mistinclive showcards, clover cut-culs ty 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED. 29-32 KINGLY STREET, LONDON, W./ 
Tel REG 3295-6 


came joint publicity manager of 
the British Insulated Callender’s 
Cables group 

Denoon has done good work 
for advertising as Fellow and 
national counci! member, Incor- 
porated Advertising Managers’ 
Association, and a member of 
the trade and technical Press 
vigilance committee, Incorpor- 
ated Society of British Adver- 
tisers Lid., and of the publicity 
and exhibitions committee, Cable 
Makers’ Association 


* * a 


PACKAGING experts now have 
a new headache: how to pack 
sweets with noiseless wrapping 
so that they will not attract tea- 
cher's attention when they are 
opened surreptitiously in class! 
Colin Meclver, of Young and 
Rubicam, when offering me a 
“Spangle™ the other day, told me 
that this was the only complaint 
a little girl of his acquaintance 
had to make on this delectable 
sweet, for which Y. and R. are 
the agents. Which only goes to 
show that old Walt Whitman was 
right: “It is provided in the 
essence of things that from any 
fruitation of success shall come 
forth something to make a 
greater struggle necessary.” 
Thirty-six-year-old Melver is 
the second Briton to be made a 
director of Y. and R.; George 
Plante, creative director, was the 
first. With a Winchester and 
Cambridge background, he did 
research work before the war 
in a New York bank and a 
Boston insurance house. After 
the war, in which he was an 
Ordnance officer, he spent a 
couple more years on research 
work with Social Surveys Ltd., 
under Dr. Durant, before going 
to Young and Rubicam as head 
of the merchandising department. 
He is on the council of the 
Market Research Society 


* * * 


ACCOUNTS of two of the oldest 
agencies and one of the youngest 
have now been merged to form 
F. W. Sears Ltd. They were the 
fifty-year-old Sharland Advertis- 
ing. F. W. Sears Advertising 
Offices (established in 1887), and 
the advertising practice of K. C. 
Rea, the man responsible for the 
merger, who tells me that K. C. 
Rea Advertising Production will 
now continue as an entirely inde- 
pendent studio 

e. W. Sears Advertising Offices 
will be remembered by the elders 
of Fleet Street. The founder. } 
understand, was quite a charac- 
ter, who made his calls in a smart 
yellow dog-cart! Lloyd Sears, 
who carried on his father’s busi- 
ness for some years. is a director 
of the new company 


* * * 


TO WIN for N.A.BS. a much 
larger circle of subscribers is the 
ambition of Florence Sangster. 
for years a member of its council 
and now chairman. Up to the 
end of June, N.A.B.S. had spent 
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more than a quarter of a million 
pounds in relieving distress 
among people in advertising and 
their fami- 

lies, and o 

Miss Sang- 
ster, who 
has always 
taken a keen 
interest in 
those cases 
which have 
come within 
her care, 
feels that 
everyone 
holding a 
res ponsib'e 
Position in 
a dv ertising 
should con- 
sider it a duty to become a 
regular subscriber. 

Miss Sangster has had a dis- 
tinguished career in advertising 
quite apart from the fact that 
she is vice - chairman of 
Crawford's. She has served as 
a member of the council of the 
Advertising Association, is a past 
president of the Women's Adver- 
tising Club of London, and is 
a Fellow of the Institute of 
Incorporated Practitioners in 
Advertising. 


* * * 


THOUGH naturally pleased that 
Sir Alan Herbert awarded him 
the Leon Goodman Cup at the 
Publicity Club of London public 
speaking section dinner the other 
evening, Joe Harris is net cock- 
a-hoop adout it; he takes the 
view that luck plays an import- 
ant part in such contests. 

Joe joined the section, not be- 
cause he was lured by the syren 
tones of silver-tongued oratory, 
but because, like many another 
ex-serviceman, he could not settle 
down and wanted an outlet quite 
different from his usual work. 
Not merely did he become keenly 
interested, but he found that 
training in public speaking gave 
him confidence and helped him 
professionally 

Some time ago I recounted the 
hard fight which his firm, Harris 
Advertising Ltd. display and 
showcard specialists, had in re- 
starting after the war. They now 
have more than seventy accounts 

all national advertisers. 


WEEKS WISECRACK 


~ 


Miss F. Sangster 


“Now that your holiday’s 
over, Miss Wapshott, 'd 
be glad if you would re- 
frain from wearing that 
sailor-hat with ‘I’m in 
the Mood for Love’ 
written all over it.” 
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NEW BOOKS 


——$ ___ 


REVIEWED 


*Teach Yourself” [2 
Advertising 


Teach Yourself Advertising end Publi- 
city, by Chandor (English Univer- 
sitics Press, 45. 6¢.). 


F you want to know how to 

publicise a national food 
product, complete with film-star 
tie-ups: if you want to use posters 
or direct mail on a large scale. 
or employ sponsored radio and 
advertising films: if you want to 
learn how the T.U.C. organises 
propaganda, the Colonial Office 
disseminates information, the 
Salvation Army collects funds; or 
how to obtain editorial publicity: 
how a big store and a seaside 
resort organise campaigns, then 
you might find something of 
interest in this book Mr. 
Chandor has consulted leading 
authorities in these fields, to whom 
he makes due acknowledgment; 
had he employed a more critical 
approach this book would have 
been much better. 

But if you want to Teach Your- 
self Advertising and Publicity, 
you will find little here of practi- 
cal or immediate use. Not until 
the last seven pages does Mr. 
Chandor remember that he is 
addressing those in need of 
tuition, and then offers litt'e 
advice apart from obtaining a 
job in an agency. and later enter- 
ing the management side for a 
neriod before—I auote—“seeking 
fame, weaith and honours” by 
opening an agency on his own. 
In view of the practical nature of 
other volumes in this popular 
series, this naive book is dis- 
appointing. —L.G. 


Sales Promotion 
Idea Book 


Printers’ Ink Sales 
(Published in New York 
Wagrallts Co in aeeociarion 
* Ink Publishing Co, Inc. 
and distributed in Britain by The May- 
flower Publishing Co.. 8s. 64.) 
Merchandising in America is a 
mathematical science if we are 
to judge by the approach of some 
of the recognised experts. The 
dollar, we are led to believe. can 
be extracted from the deep 
transatlantic pocket by means of 
a formula. But this Idea Book 
indicates that there is no simple 
equation to sales success. Indeed 
it offers no fewer than 684 
“tested ideas in convenient cap- 
sule form for those who make 
and those who sell goods and 
services.” They were selected 
from several thousand items orig- 
inally appearing in Printers’ Ink. 
Couched in sometimes quaint 
Americanese, there is advice on 
“attention-getters” and “service 
slants that pay off.” There is 
also a wealth of invaluable in- 
formation on American methods 
Dealer aids, House organs, exhi- 
bitions, direct mail, packaging. 


Promotion Idea 
by 


a 


gs offers and stunts - | 

ave their place in this encyc’ 
pedia of dollar market pos 
tion ideas. It is illustrated with 
a number of typical advertise- | 
ments, packs and display pieces. — 
WAC. 


Directory Of 
Diplomats 
ame, Tee a £4 4.) shied 
This new directory, of about a 
thousand pages, gives the loca- 
tion and concise biographies of 
ambassadors, ministers, counsel- 
lors, secretaries, attachés, and 
consular officials of every nation 
on both sides of the Iron Curtain. 
as well as officials of such organ- 
isations as UNESCO and the 
1L.O. An annual publication, it 
will be brought up to date dur- 
ing the year by supplements 
Foreign Office officials, people in 
the diplomatic service, and big 
newspaper offices should find it a 
valuable reference book. 
Cars, drinks. clothes, and 
hotels account for the few pages 
of advertisements.—-M.H 


IN BRIEF 


A History of Architecture, b 
H. Heathcote Statham (B T 
Batsford Ltd. 21s.) has been 
described as the most valuable 
handbook in English for those 
who wish to understand the 
architecture of the past. In this 
third edition, though treatment 
remains the same. the text has 
been revised and brought up to 
date by Hugh Braun. Iilustra- 
tions, numbering over 600, depict 
the chief buildings of the world 
and include a wide selection of 
plans, sections, and details of 
ornament. This is a book of ab- 
sorbing interest to architect and 
artist alike. 


Paris Hotels and Restaurants 
(Michelin Tyre Co.. distributed by 
Anglo- French Periodicals Ltd. 
3s.) is a pocket-size gastronomic 
guide to Paris. which should be a 
“must” for the discriminating 
English visitor. Study of it should 
add immensely to his pleasure and 
enable him to adjust his eating to 
his pocket. 


Brighton's Official Guide for 
1950/51 (is.) is rich in illustra- 
tions, many, including those of the 
gardens and beauty spots near 
Brighton, being in colour. Colour 
illustration for the white semi-stiff 
cover is Anna Zinkeisen's imagi- 
native painting of the Brighton of 
an earlier day. About 40,000 
copies with some forty pages 
of hotel advertisements, and 
10,000 without the i 
ments, have been printed. 
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ADVERTISER'S WEEKLY 
EFFECTIVE BORDER UNITS 
't which if 
may be 
‘MONOTYPE’ 
: COMPOSITION CASTER 
(Display Attachment for sizes above 14 point) 


ica 
cast on a 


Reg. Trade Merk: MonoTYrs 


Head Offer and Works Salfords, Kedbull, Surrey 


a GUTS THAT MEAN PERMANENT ——-? 


OUR ILLUSTRATED CATALOGUE IS NOW 


AVAILABLE SHOWING AN EVEN GREATER 
RANGE OF ADVERTISING GIFTS 
* 
Please write for your copy now or telephone CENtral 1812/3 
for a representative to call 


7. 
R. SCULTHORP & CO. LTD 
BLACKFRIARS HOUSE, NEW BRIDGE ST., E.C.4 
THE PEOPLE WITH A GIFT FOR ADVERTISING 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 
STUDIOS, LIMITED 


172a Plough Rd., Bactersea, S.W.! 
Tel Nes. Bottersec 5300 & 4886 
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MURRAY 
WATSON 
UMITED 


SPARKLING ALUMINIUM 


FOILS 


to remind key-men of the food 


FOOD MANUFACTURE 


17 Stratford Place. London. W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHWICAL GROUP 


MONTHLY journal 

covering Production . 
Refining ; Storage ; Distri- 
bution, PETROLEUM 
is read by} technologists 
throughout the world. 


PETROLEUM 
is another 
publication of the 


TECHNICAL 


GROUPE 


MANUPACTURING CHEMIST 
PETROLEUM -FIBRES 
PAINT MANUFACTURE 

WORLD CROPS-ATOMICS 
POOD MANUPACTURE 

CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen copies om request 
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Big Campaign Soon For Improved 
Persil: New Seder Ring To Caplin 


Persil announce a new and 
improved version of the famous 
soap powder, to be 
shortly with an extensive Press 


gned 

by Raymond Loewy Inc. of 
U.S.A., in co-operation with the 
agents, J. Walter Thompson Co. 
This new pack is larger, 
made of thicker board, and 
printed in more brilliant alkali- 
resisting inks. The shape has 
also been improved to prevent 
toppling-over on the draining 


board. Directions for use have 
been rearranged in a _ simpler 
way “giving more feminine 
appeal.” 


The Press campaign will fea- 
ture the pack pouring a stream 
of the new Persil over the now 
well-known little girls in night- 
gowns. 


NEW ACCOUNTS 


To R. S. Caplin Ltd.: Princess 
diamond engagement rings, pro- 
ducts of Lawrence Seder & Co 
Ltd. (Test spaces in women’s 
journals before using large spaces 
in national media.}—Fiat agri- 
cultural and industrial tractors 
(opening announcements using 
large spaces in farming journals. 
including four consecutive pages 
in one issue of Farmer's Weekly) 

To Reid, Walker Advertising 
Ltd.: Hi-Spot, new golf ball of 
North British Rubber Co. Ltd. 
First intimation to the trade was 
through a sales letter accom- 
panied by a teaser poster. A 
week later a showcard incorpor- 
ating similar features to the 
poster (but giving the name of 
the ball) was sent out. Golf 
publications are carrying large 
spaces 

To T. B. Browne Ltd.: Odo- 
Ro-No spray deodorant (packed 
in a polythene bottle). The pro- 
duct will be incorporated in the 
normal Odo-Ro-No schedule al- 
ready onerated by the agency 

To C. J. Lytle (Advertising) 
Utd.: Advertising in U.S.A. for 
British Character Fabrics Ltd. 
Shaw Brothers Ltd. and John 
Sclater & Co. (Orkney) Ltd., all 
textile manufacturers 


ACCOUNTS MOVING 


To T. B. Browne Ltd.: Part of 
the account of Short Bros. and 
Harland Ltd. The aircraft in- 
terests of this account were re- 
taken over by 


Confederation Life Asanciation 
National and provincial dailies 


NEW CAMPAIGNS 


For Alka-Seltzer, in national 
dailies and Sundays, provincial 
dailies and weeklies, and general 
interest magazines. A new show- 
card has been and a 


new tube card has recently 
appeared in underground trains. 
oe London Press Exchange 


For Tide, Hedicy detergent, 
test schemes in Huddersfield and 
Reading using poster, screen and 
local Press. Agents: Young & 
Rubicam Ltd, 

For Dispa detergent, manufac- 
tured by Peter Lunt & Co. Ltd... 
using local papers in selected test 
areas in North England and the 
Midlands.——For Philco radio and 
television, in national dailies and 
Sundays from September. Agents: 
Robert Freeman Co, Ltd. 

For R. & J. Hill Ltd.. makers 
of Sunripe and Spinet cigarettes, 

inie mixture. Galdeh cigar- 
ette tobacco, and Charterhouse 
cigars, announcing their 175th 
anniversary as tobacco manu- 
facturers, in London evenings and 
London suburban weeklies. 
Agents: G. Street & Co. Ltd, 

For the West India Committee 
to publicise Barbados as a holi- 
dav resort. in selected national 
dailies and illustrated wecklies 
Agents: Dorland Advertising Ltd. 

For Kennomeat two-tin pack 
dog food, marketed by Agricul- 
tural Supplies (Ulster) Ltd.. in 
London evenings—For Fertosoil 
organic fertilizer, in London 
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suburban and home counties 


newspapers and in ene 
magazines. Agents: Townend- 
Smith Ltd. 

For Peerless Built-in Furniture 
Ltd., makers of kitchen furni- 


ture, full pa in Country Life 
—some in full colour. 
direct 


For Burtonwood Engineering 
Co. Lid., in motoring, motor 
trade and engineering journals. 
Agents: Stowe & Bowden Ltd. 


Wisk Offer In 
“Radio Times” 
Double Spread 


An offer of one 8d. packet of 
Wisk free with every one bought 
is contained in a double page ad- 
vertisement for the product on 
pages 2 and 3 of the July 28 
issue of Radio Times. The offer, 
which is part of the long-term 
merchandising and advertising 
programme conducted for Lever 
Bros. by J. Walter Thompson Co. 
Ltd., is open throughout the 
country till August 26. House- 
wives are required to give their 
supplier a coupon contained in 
the ad. 

It is stated that this method of 
conducting an offer is preferred, 
particularly on a cost basis, to 
the direct mailing and personal 
delivery system adopted recently 
by a competitive product. In 
any case, valuable information 
will be derived from the return 
to Lever Bros. of the coupons. 


Watney To Launch Four-Point 
Campaign Using Press Ads. 


Four important new advertis- 
ing campaigns for products of 
Watney Combe Reid & Co. start 
shortly and break new ground 
for this old established firm of 
brewers. Press advertising is 
being used seriously for the first 
time. 

Main campaign is for the new 
“Red Barre!” beer. a strong pale 
ale now in full production at 
Mortlake Brewery. This beer was 
first introduced in May this year, 
but advertising was “soft- 
pedalled” in view of production 
difficulties, and was confined to 
display cards and window dis- 
plays in some 1,200 of the com- 


pany’s public houses and off- 
licences. 
Now 8 in. double colume 


spaces have been hooked in the 
three London evenings, in which 
the theme will be that of a con- 
jurer producing the now familiar 
Watney playing cards, with ap- 
propriate patter. These adver- 
tisements are to appear fort- 
nightly for the next twelve 
months and will be desiened for 
hard selling. Backine the Press 
campaign are the 16-. 37- and 48- 
sheet posters of the “Watney’s 
King of Ales” design. now on 
hoardings throughout greater 
London. A new window display 


in moulded acetate will shortly 
be available. 

In early autumn, Watney’s will 
begin a drive for their Reid's 
Special Stout. Again, Press ad- 
vertising will come largely into 
the campaign and double column 
spaces in the London evenings 
will stress the advantages of the 
stout and the fact that it is 
cheaper than its principal rival. 

Throwaways for distribution 
through the company's houses 
are contemplated. Window dis- 
plays will feature Reid's Special 
Stout and the weight of poster 
displays will be switched to the 
Bruce Angrave design “Reid's 
Queen of Stouts,” on 16- and 32- 
sheet posters. for which Walter 
Hill & Co. Ltd. are mainly re- 
sponsible. A. W. Newton Ltd. 
also have a share in the Watney 
bill posting and, when they re 
post between October and March, 
Reid’s Stout will be stressed. 

Watney's will also break new 
ground in selling their seasonable 
beer “Stingo,” a very strong ale 
much favoured during winter 


_A special allocation of this beer 


is being set aside for an experi- 
ment in sales, and an effort will 
be made to perguade A and B 
class readers of the national and 
provincial dailies and some 
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prepared. 

National distribution for the first 

time for | Watney product 
le 


will be possi 
winter. 


for Stingo this 


gned. 

Fourth Watney sales-spear-head 
will take the company’s beer ad- 
vertising into Belgium, where 
near-national distribution will 
shortly be achieved. A year’s 
Press campaign in Le Soir and 
Het Laaste Nieuws is to start 


Watney. The beer mats will] be 
made and printed in Belgium. 

b+ na s face formidable com- 
pet where at 
least two ether " British brewers 
have a firm footing. 


Agents for Watney's 
Alfred Led. 
ing Manager is Mr. John Batten. 


CHICAGO TRADE FAIR 


PUBLICITY 


(Continued from page 146) 

& Mather Inc., this firm has con- 
siderably increased advertising 
and publicity activities this year. 
The appropriation has been 
stepped up to $100,000 for the 
period January—July 1950, and a 
comprehensive advertising cam- 
paign includes leading news- 
papers and magazines, and a 
mailing of over a million letters 
and leaflets, 

Toota! Broadhurst Lee are in- 
troducing at the Fair socks 
knitted entirely from non-felting 
wool, treated by a patented pro- 
cess, and ties to retail at one 
dollar, each carrying a guarantee 
of satisfaction, replacement or 
price refund. 

LC.L. is treating the exhibition 
as a means of introducing itself 
to the American public, the 
Company having: recently ac- 
quired American production and 
selling facilities, but no advertis- 
ing is yet planned. 

The Leather, Footwear and 
Allied Industries Export Corpor- 
ation, which recently organised a 
series of “Leather Weeks” in 
Canada, is making its first sales 


effort in 
space to 


US.A., and is taki 
show the products 
61 firms. Following the exhibi- 
tion, the English Luggage Cor- 
poration, a new organisation 
representing seven British firms, 


-is holding a small exhibition in 


Stephens Hotel, in Chicago, and 
will then hold eight exhibitions 
in other US. cities, 

Alec Dibbins Ltd. interior 
decorators specialising in the 
Regency period, have carried out 
an extensive direct mail cam- 
paign, distributing a well pro- 
duced catalogue, and have pri- 
vately arranged a sponsored 
radio programme from Chicago, 
about a week before the Fair 
opens. 

To attract buyers the British 
Vacuum Cleaner and Engineering 
Co. Lid. has taken advertise- 
ments in the Chicago Daily 
News, Herald American, Journal 
of Commerce, Electrical Merchan- 
dising, and has applied for space 
in the Chicago Electrical News, 
Chicago Electrical Dealer, New 
York Electrical Equipment, Elec- 
trical World, and Chicago 
Tribune. 


BIRO PEN CASE APPEAL 


(Continued from page 147) 
of £5,000 damages against Mr. 
Coit. 

On the question whether Mr. 
Mackintosh had established a 
claim for breach of contract 
against Mr. Coit personally, his 
lordship said that he agreed with 
Mr. Justice Jones that Mr. 
Mackintosh and Mr. Coit never 
intended to enter into any bind- 
ing contracts except in respect of 
the matters which were embodied 
in the agreements made in 
November 1946. 

On the issues of liability his 
lordship said that all the findings 
of M#® Justice Jones should stand 
except that against Mr. Coit for 
procurement. 

Lord Justice Cohen (Lord 
Justice Tucker and Lord Asquith 
concurring) said the assessment 
of damages must be largely a 
matter of guesswork and the 
judge’s assessment of damages 
for which Lunn’s were li 
ought not to be disturbed. 


The appeal of Mr. Coit was 
allowed, with costs, in the Court 
of Appeal and the Court below. 

The appeal of Lunn Ltd. was 
dismissed with costs, and the 
plaintiffs’ appeal on damages was 
also dismissed, with costs. 

Leave to appeal to the House 
of Lords was refused. 


W.H.S. Open Display 
Training Centre 


W. H. Smith & Son have 
opened at Bridge House, Albert 
Embankment, London, a displa 
centre to which assistants in all 
parts of the country are to be 
sent for training in window dress- 
ing and interior display. 
instruction includes theory—such 
as the harmonising of colours, 
and balance—and practical in- 
struction in full sized dummy 
windows. ’ 


In charge of the display centre 


is Mr. Deric St. Julian Bown. 


The | 


= NOTIZIE 


(NEWS) 
OPSA DATA 


PHOS, Change 
As from Ist June 1950, the 


ee Re oy advertising | 


has been in- 
vena siihene 4/3d to 5/3d per 
s.c. inch. The new rate will 
apply to all new and renewal 
orders. Orders in force at Ist 
June will be completed at the 
4/3d rate. 


BUSINESS DIGEST, Israel. 

From Ist July new format is : 

Page type area ||""deep x 74° 

wide. Detailed sizes on re- 
quest. Maximum space except 
for Balance Sheets, is = 
page, size 7° deep = 33° wide 


4// Porticulars on Middle East Press from 
GEORGE YOUNG 

JVERSEAS PUBLICITY & SERVICE AGENCY (° 

N10. Fleet St.London.EG4 Con 549467870 
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OPPORTUNITY 


L.P.E has room 

for highly competent 
copywriter with 
agency experience 

to work on 


National accounts 


Apply, by letter only, to: 

*B’ GROUP LEADER, 
LONDON PRESS EXCHANGE LTD. 
110 ST. MARTIN'S LANE, W.C.2 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE BROWNEY & 
10 FERCY STREET ~ 
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THAT RB. A. Paget-Cooke, of 
Euan Gilchrist and Associates, 
flies to the United States on 
Saturday. He has a full pro- 
gramme and will be secing 
several public relations people. 
* * * 
THAT Susan Korn, who was a 
space buyer with G. S. Royds 
Lid. for 23 years, plans to return 
in the autumn from New York 
where she has been living, to 
London 
* * 2 
THAT a proposal to rename the 
British Direct Mail Advertising 
Association, the British Direct 
Advertising Association, is in the 
discussion stage. 
* * . 
THAT R, W. Grundy, reeently 
appointed advertising information 
ser of the Newspaper Society, 
was married on Saturday to Miss 
Jean Pepperell. 
* * 


* 
THAT Miss R. E, wpe tam | 
has returned from Portugal, 


where she has been handling ad- 
vertising for fifteen British com- 
panies, and a Portuguese con- 
cern. She goes back to Portugal 
at the end of September. 

* * * 
THAT Edith Johnson, genera! 
secretary of the Publicity Club 
of London, is on holiday in 
Sweden. Shé is returning on 
August 8, 

. * * 

THAT a move is afoot to form 
a publicity club in Dewsbury, 
Yorkshire. 

* * * 
THAT Guy Nathorst-Westerdal 
and his wife, Stockholm adver- 
tising artists and representatives 
of City Display Organisation in 
Sweden, have been touring 
Baghed, 

* 

THAT joke Batten, a 
manager of Watney Combe Reid 
& Co. Ltd. addressed Hove 
Rotary Club last week on “Some 
Methods of Modern. Publicity.” 

* * . 
THAT Donald McC 
public relations advisor to the 
Federation of British Industries, 
was question master at a Brains 
Trust organised on Friday by 
F.B1. for some 80 overseas 
students who are spending their 
vacations in engineering and 
other works in the London area 

* * 

THAT Miss 5. Elise Gordon, 
editor of Nursing Mirror, and 
retiring chairman of the Society 
of Editors, is leaving on Sunday 
to visit hospitals in South 
America, 

* . * 

THAT directors and staff of 
Colophon Ltd., process engravers 
of Leicester, recently spent an 
enjoyable day at Blackpool for 
their annual outing. 

* * * 

THAT a stunt control-line flying 
demonstration was given by 

x + advertising 
manager of Lines Bros. Ltd. 
(incorporating International 
Mode! Aircraft Lid), at Redhill 
Flying Club's annual “at home”. 


The G. Street & Co. cricket team, which has been playing fixtures 
since May, has a game against Hersham Cricket Club next Sunday. 
This picture shows the team which played at the opening match this 


year, at Pevensey Bay: standing, 


D. Mullett, R. Stone, S. Mason, 


N. Webber, F. Bean, G. P. Jackson (captain), R. Murdoch, R. Robin- 
son; seated, W. G. Plant (secretary and vice-captain), G. Baker, 
L. Kimpton, S. Aylott. 


[HAT Howard Cook, of Widd’s 
and Star Solus Sites, will attend 
the Convention of the Outdoor 
Advertising Association of 
America on September 5-8. 


And 

o * * 
THAT his travelling companion 
will be Col, A, M. Lyons, K.C., 
who will be visiting America at 
the same time. 

* * * 
THAT Newport (Monmouth) 
Town Council is considering the 
reintroduction of advertising on 
Corporation buses. At a council 
meeting a member said the chair- 
man of the town planning 
committee was trying to cut down 
advertisements in the town, 
where they were usefully dis- 
played, and squeezing them into 
120 buses. 


Big Entry And 


There was a post-war record 
entry of more than 70 for the 
summer meeting of the News- 
paper and Advertisers’ Golfing 
Society, held at Walton Heath 
last week. In the morning com- 
petitors on the Old Course were 
honoured by the presence of 
James Braid as starter, and at 
the prize-giving at the end of an 
enjoyable day he was given a 
warm vote of thanks 

Both on the Old and New 
courses the morning bogey com- 
petitions were notable for the 
fine scoring by the two winners, 
E. Noel Evans (12) being 6 up 
and the Hon. P. G. Campbell 
(scratch) 5 up. 

The prizes were presented by 
the Captain, E. C. Millard, who 
was supported by the vice- 


THAT H. A, Hawkes, president 
of the Master Sign Makers’ 
Association, has been admitted 
to the Worshipful Company of 
Plumbers. 
* * . 
THAT Albert E. Stockton, 
northern manager, Drapers 
Record, Men's Wear and British 
Textiles, won the first prize in 
the “20 Club” golf handicap at 
the Wilmslow (Cheshire) Golf 
Club last week The previous 
week he won the Philip Smith 


Peace, Trophy at Sale Golf Club.- 
* + * 


THAT George Bonney & Harold 
David Ltd., public relations, is 
to handle boxing tournaments 
for Jack Cappell Promotions. 
The organisation is now operat- 
ing departments covering sport, 
industry and exhibitions. 
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PUBLICATIONS 


NEWS AND NOTES 


A new quarterly which appears 
to be of lively interest to people 
in commercial art and advertising 
has appeared in America, pub- 
lished in Ohio by the Zebra 
Press. It is Portfolio, a large, 
well-produced magazine, on art 
paper. Contents 0: the first issue 
wnclude articles on the life and 
work of Bodoni, on McKnight 
Kauffer, on designs from the 
mathematicians, and on many 
other subjects related to adver- 
tising. Subscriptions in this 
country may be arranged through 
4. Tiranti, 72 Charlotte Street, 
W.l. 


Although the science of plas- 
tics is young, lIiliffe’s British 
Plastics has now published its 
2ist birthday number, a finely 
produced issue containing about 
fifty pages of editorial to more 
than ninety of advertisements. 
The leader recalls that the jour- 
nal played a big part in the for- 
mation of professional bodies in 
the industry. 


The Irish Censorship ban on 
Home Notes has been revoked. 


The News of the World has 


blished a Pools Guide and 
Pixeere mm | 1950-51. Price Is. 


Founded in 1886, Householder 
is changing its title as from the 
August issue to Modern House- 
wife and Householder to empha- 
size that the contents are directed 
at the woman and the home, 


The 1950-51 “Sports 
Football Annual contains two 
new features—special sections 
dealing with Rugby and schools’ 
football—as well as a wealth of 
facts and figures, pen portraits of 
leading Midland players, a photo- 
graphic section, and other fea- 
tures. Of the 270 pages plus 
covers, some thirty are advertise- 
ments. Price Is.; 54 in. x 4 in. 


High Sencing At N. A.G.S. Meeting 


captain, A. Nelson Allen, and 
James Braid. Results: — 

Morning. Old Course. For 
The Times Cup and replica.— 
Winner, E. Noel Evans, 6 up; 
runner-up, P. W. L. Risdon, all 
square, after a tie with T. A. 
Wilkins, Risdon having the better 
second 9 return. 

Best first 9, T. A. Wilkins, 2 
up; best second 9, F. G. Roe, 
2 up; 9 hidden holes, K. S. 
Robinson, 3 up 

New Course. For the Daily 
Mail Cup and replica._—Winner, 
Hon. P. G. Campbell. 5 up; 
Runner-up, 3. Cock, 1 down. 

Best first 9, G. W. Houghton, 
2 up; best second. 9, J. Cc L. 
Oxer, all square, 9 hidden hokes, 
A. R. Everett, 2 u 

Afternoon. oursomesv. 


Bogey (Stapleford). Old Course. 
For Daily Express Cup and 
replicas.—Winners, John Coope 
and Leslie W. Needham; runners- 
up, Charles Davey and A. F 
Gauld. 

Best first 9, P. G. Campbell 
and J. C. L. Oxer; best second 9, 
W. C. Gibbs and E. A. Hardy. 

New Course. For the Evening 
News Cup. Replicas pregented 
by the Society.—Winners, ¥ 
Roe and John Sime; runners-up, 
Hedley Le Bas and J A. 
Stephenson. 

Best first 9, J. A. Dixon and 
Norman Moore; best second 9, 
W. A. Slark and K. V. Braddon. 

The autumn meeting will take 
place on Thursday, October 12, at 
the Berkshire G.C. The auction 
lunch is on Monday, October 9. 
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CLUB NEWS 


Manchester Publicity Asso- 
ciation has begun issuing to its 
members a duplicated Digest of 
the minutes of the meetings of 
its Council, prepared by Mr. 
John Newton, former secretary, 
and now vice-president of the 
Association. 

The intention is to maintain 
touch with members, and the 
Association feels this may be a 
better method than preparing a 
quarterly bulletin, which would 
need quite a complicated organi- 
sation. Members are being asked 
to comment on the first Digest, 
issued last weck, and if it is 
popular more will be issued. 

The first issue reports a 
proposal that a representative of 
the local education department, 
which helps run Advertising 
Association courses and examin- 
ations locally, should be asked to 
accept honorary membership of 
the Association; and that Mr. 
R. V. Brown, a member of the 
Association team in this year's 
National Public Speaking Con- 
test, has presented to the Asso- 


Siveciagham 


How To Sell To U.S. 


Mr. Derek A. Chance, export 
sales manager, Chance Brothers 
Ltd, and chairman of the export 
committee of the Birmingham 
Junior Chamber of Commerce, 
which recently circulated a ques- 
tionnaire to similar organisations 
in the United States and Canada 
asking for information regarding 
the marketing of British products 
in North America, addressed the 
July luncheon meeting of the 
Birmingham Publicity Associa- 
tion. 

One reply from St. Louis, Mis- 
souri, he said, indicated that any- 
thing could be sold if it was 
similar to the American product 
and could be bought at approxi- 
mately the same price or cheaper. 
“Get your price right, restrict 
your market to what you can 
cope with, and then advertise 
your products” seemed to be the 
advice of another reply. 

Mr. D. D. McLachlan said no 
advertising man would be de- 
pressed by the results of such a 
questionnaire. 


Ad. Assn. Supports 
Llandudno 


The Publicity Club of North 
Wales has received assurances of 
support from the Advertising 
Association for the Publicity 
Convention it is sponsoring at 
Llandudno on September 23. 


Publicity Club of London first 
“Littlke Journey” of the season 
will be to Buster Crabbe’s Aqua 
Parade at Wembley on Friday, 
August 11. 


Manchester Is Issuing A Digest of 
Its Council Minutes 


ciation a lectern decorated with 
its badge, on behalf of Displad 
Ltd. 

The social committee has pre- 
pared a list of trips for the 
coming season, including an air 
trip to Deauville, and visits to 
a Rolls Royce factory, a 
Cunarder at Liverpool, York 
Minster and Rowntrees, and by 
sea to the Ulster T.T. races. 


London 
Chairmen Chosen 


The Publicity Club of London 
announces the following appoint- 
ments of committee chairmen for 
the coming year: 

Programme, W. H. Gollings, 
club chairman; general purposes, 
F. W. Pemberton; membership, 
Olive Hirst; social, R. J. Cooper; 
house committee, George War- 
den; public speaking, S. T. 
Holmes; finance and treasurer, 
S. T. Holmes; club development, 
Arthur Chadwick and W. : 
Balch; library, R. J. Cooper, little 
journeys, Charles W. Stokes; cups 
and competitions, John Skipper; 
Announcer, Ivan F. Luckin; club 
typographer, W. Harold Butler; 
appointments bureau, Dennis W. 
Mayes; N.A.BS., Leon Good- 
man; fellowship, Fred Harding; 
reception, Gladys Ensor; theatre 
guild, F. Hughes Freeland 


Members ¢ of Bradford Publicity 
Association recently visited Cres- 
keld Hall, Arthington, the home 
of Mr. Bertram Parkinson. They 
were accompanied by Mr. Ken- 
neth Parkinson, president. 


“Men’s Wear” Luncheon 
To Congress Delegates 


The photograph of Mr. 
Andrew Milne and M. 
Darroux, proprietor of the 
French tailoring trade journal, 
“L’'Homme,” published last week, 
was taken at the luncheon given 
by Men's Wear at Claridges to 
the Continental delegates to the 
Congress of the International 
Federation of Master Tailors 
Mr. Milne, director and general 
manager, presided at the 
luncheon, attended by over 130 
people, practically all from over- 
seas. Mr. Leslie Beckett, editor 
of Men's Wear, made a speech 
of welcome in French. 


“AD. WEEKLY” ON 
MICROFILM 


Aowyenrtises's Werkty bas entered into 
an agreement with University Microfitms 
to make available to librarics and other 
interested parties issues of the publication 
annually in microfilm form 

Sales of microfilm copies are restricted 


ADVERTISER'S WEEKLY 


+ 


VISUALISER & LAY-OUT 
ARTIST REQUIRED 


Applications are invited for the above post, 


which 


offers excellent and interesting opportunities for a 


Visualiser 


possesses exceptional 


creative and 


artistic gifts and whose experience convinces he is 
capable of producing visuals of the highest standard. 
The National and Trade accounts on which he will 


be expected to work allow a man of undisputed 


ability to utilise his powers to the full 


He will be 


expected to work independently and on all questions 


of creative policy his opinion will be asked and his 


views considered 


participation 


The salary suggested is good with 


sound superannuation scheme 


* write for appointment detailing in full previous 
experience and salary required. 


STUDIO DIRECTOR, Box 226 ADVERTISER'S WEEKLY - 


NV. DRUKKERIJ LEVISSON 


5-15 Hofwijeckstraat, THE HAGUE, HOLLAND 


Old Established Silk Sereen Printers of great 
reputation in The Netherlands can accept all 
Silk Sereen jobs IN ORIGINAL DAY-GLO 


COLOURS 


Short terms of delivery 
THERE IS AN OPEN 


GENERAL LICENCE 


FOR ALL ADVERTISING MATERIAL FROM 
HOLLAND INTO THE UNITED KINGDOM 


Your enquiries are kindly invited 


Ne 


| 
| 
| 


to those subscribing to the regular edition | 


of Apverrises’'s Weerx.y Copies are 
only distributed at the end of the 
volume year 

crofiilm is furnished on metal recis 
in positive microfilm, suitably labelied 
concerning purchase of 


Sites are Cleaned and 


->OSTER SITES 


as BULLETINS | 


Painted yearly—oftener 
where needed. 


PADDINGTON ADVERTISING COMPANY. 


H. &. ORME LTD. 


Oe ero 


eA 6 rte ERIS 


efor yelal 


were? ares 


I SS RT ARR AR AIOE LUT 
b . 


eS ae - Pe eae ae 
' 
| | —isSCY { 
‘ ee — = | 
% 
j 
oi a : 
ee 
; 
Ra EE wh | 
* 
\ | Pe 
| Po 
‘4 
i} is ~ 
a , 
| 
i ee 
: _ 
a | ee 
” a 
| 
ae 
s —_—_—— ST - ee aemaeen = amen . - = ey 
os en rr ae eee ee eee ee a ae reer ee | | ae 
: 
iS &§ 
Ey | . 
s | 14 | 
: | 
a a) es | 
.y ie oS 
e ae | 
. | Sl 
a pe | S ; ; 
5 a p ; 
: Po : . : 
journal on microfilr uld be directed é 
? 1 University Microfilms, 313 N. Firm | ee 
i. Street, Ann Arbor, Michigan, USA. ‘ as 
a . 7 
= i oeeettieneeeennnnnneemeeenmneenanemiemmmnns r 4 
aN i ae ee ae eo . ene 2 ee ' 7 7 


‘9 
“ 


ADVERTISER'S WEEKLY 


consult the experts 


POINT OF SALE 


advertising 


4% SHOWCARDS & SIGNS #& DISPLAY 
STANDS IN METAL, WOOD AND 
PLASTIC gw METAL PRODUCTS 

% ILLUMINATED SIGNS i 


ACME sHOWCARD 6 SIGH CO. LTD. 
Paragon Works, Enfield, Middx. 
Tel.: Moward 165! Est over half o century 


UPORTAL Hao EASESUERAAATULSSONNANTAU NRL TRMLA Uae 
The World's Greatest 


Bookshop 
Stock of three 


. . 
million volumes 
New and secondhand Books 
on every subject 
119-125 Charis g Cross Road, W.C.2 


Gerrard 9660 (16 line 
Open @© fine. Sets.) 


Un ae te 


STITCHORAFT 


is more than read 
it's kept and studied 


BIRKENHEAD 
NEWS GROUP 
WIRRAL 
Weekly Net Sale 


46,744 


AB.C. 
ow 
™ INCH 


Head Office : 
62-68 Chester St., Birkenhead 
London : David L. Clackson 
80 Fleet St., E.C.4. CEN. 2626 


FLAT 
RATE 


2 : 
ol WY. warnon 


Qually. 


Quality, SCREEN 


Priestleys 


COMMERCIAL ROAD. Gioucestee 
ondon, Phone. TEMpie Bar 7965/6 


choose the best 


medium 


for reaching the Fiumbing, 


Heating, Ventilating and 
Sanitary Engineering trades 


choose 


“THE PLUMBER 


& JOURNAL OF HEATING” 
Specimens and rate cards 
supplied with pleasure 


32 FINSBURY S@., E.C.2 
MON. 1541/2 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of ExsTraBLaDer, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details fram 


CRANE-DEBENHAM LTD. 


69, FLEET STREET. LONDON E-C-4 
Central 2811 


SILK SCREEN ARTS L™ 


27 SHIRLEY ROAD CROYTOON 


Ors comeet 147-8 
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61 Win Diplomas In Advertising 


Association Examinations 


There were 61 diploma winners 
in this year’s Advertising Asso- 
ciation examinations, and 274 

ul entrants out of a total 
of 336. Last year there were 
38 diploma winners, and 298 
successful candidates out of a 
total of 367. 


FINAL EXAMINATION 
DIVISION D 
GOOD PASS.—G. E. Bowen, Bir- 
mingham; J. G. Copeland, Leeds; I. A. 
Pulleyleve, West Horsicy, Surrey; W. A. 
Henderson, Thornton Heath, Surrey; 
G. $. Hirst, Ravensthorpe, Dewsbury; 
PF. W. Jefkins, | egy A. L. J 
Shirley, Birmingham, A Kirkpatrick, 
Ashton-under-Lyne Y: ; KR Parvin, 
Lewisham; P. J. Williams, Chadwell 
Heath, Essex; K. R. Wilson, Wallington, 
Surrey: J. D. Young, Upper Tooting 
PASS.—S. V. Bailey, Ealing; B. 
L. L Be 


rke, 
Buttrey, Latchford, 
Warrington; W. F. Corker, Romford, 
Pesex; L. B. Davis, Hiehgate: D. E. Day, 
Tuckswood, Norwich; H. R. Ellis, Pendle- 
ton, Salford; L. V. Geil, Peckham; J. E. 
Gerrish, Surbiton, Surrey; I. R. Hender- 
son, N. Wembicy; N. Heywood, South 
Gosforth, Newcastic; 1. M. Hooper, 
Towenham; G. Lee, Hellesdon, Norwich; 
Newcastle; J. T 
. Glasgow; M. B. S. Pollock, 
Evinewe, Leicestershire; D. N. Pyecroft, 
London, W.2; D. C. Richardson, Peckham; 
N. Rogers, Teddington, Middx; Miss 
A. A. Semon, Muswell Hill; R. |. Shaw, 
Richmond, Surrey; F. R. Smith, Sheffield; 
A. T. Street, Cheadle Heath, Stockport; 
1. N. Swainston, Totreridge; T. J 
Vaughan, Northwood, Middx; P. Yate, 
Ealing. 


Mont- 


DIVISION C AND D 
GOOD PASS.-—K. S. Allen, Muswell 
- ise P. M. EB. Horner, London, 
S.W.5; M. G. Moss, Caterham, Surrey; 
G. ¥ "Rojohn, Poplar 
GOOD PASS IN C_AND PASS 
IN D.—A. H. Franklin, Burton Overy, 
Leicestershire; L. W. Riezs, Handsworth, 
; J. Cartwright, Timperiey, 
Altrincham; S. W. Crofts, London, E.&; 
BE. W. Hockley, Brockley; J]. T. Jack, 
Glasgow; I. N. Shearer, Liverpool. 


PASS IN BOTH C AND D.—¥F. |. 
Bunn, Winchmore Hill; J. Henderson, 
New Stevenston, Motherwell; G. H. 
Macvie, Torrance; D. G. Marsh, Finch- 
lev; Miss L. P. Pierpont, Lee Green; 
1. G. Robson, Brighton, J Tatham, 
Roby, Lancs.; R. C. Thompson, Dids- 
bury, Manchester; K. fF 1. Tyrell, 
Osterley, Middx; F. J Wallington, 
Beckenham, Kent; T. Watters, Glasgow 


Other results in the Final Divi- 
sions are: 


DIVISION C AND D 
PASS, DIVISION “Cc” . 
W. EB. Anders, Bidston, Wirral; BE. W. 
Capleton, Barnston; Miss B. M. Foster, 
Hampstead; B. C. Williams, Kings Heath, 
Birmingham 


DIVISION C 
GOOD PASS.—R. S. Miller, Golders 
Green; John L. Samuel, London, W.4; 
D. A. Souray, London, $.W.1 
PASS.—H. C. Alexander, L 
S.W.2;,] R Atkinson, Woodlesford, nr. 
A. Attwood, Mellor, nr. 
orth; 


Pazakeriey, Ainsdale, Seuthoert A. W. 
Garratt, Friern Barnet; D. M. Mackintosh, 
Beckenham, Kent; EB. R. Moss-Blundell, 
Harrogate; G. Musk, Queen’s Club 
Gardens; K. N. Pounds, Wanstead; 
R. Prentice, Lewisham; E. Rayner, 
—~ By 


. Hampstead "Garden 

Westing, Sidcup, 
A Wing, Hornsey 

INTERMEDIATE 
DIVISION B 


GooD — a G 
ham; P. B. Bedwe Kent 


Carter, Sutton, Surrey, 


ey . J. S. Eagl, Sheffield; 
E. A. Foot, Winchmore Hill; J. Purniss 
Meersbrook, Sheffield; Miss A. M. Hair, 


Dennistown, Glasgow; S. A 
Alkrington, nr. } . kk BB 
Harrison, Crossgates, Hayes, 
Peel G , Eccles; D. A. P. Hughes, 
Totley, Sheffield; ]. H. Husk, Northenden, 
Manchester, R. Je Glasgow, 
B. H. G. Kent, Hove, Sussex; W. H. 
King, Handsworth, Bi ham; D 
Lawes, w Libby, Cheam, 
Marsh, West Hromeich, 


rd, Heaton, Bolton; C. G. 
ali Heath, Bi 

J Smith —— Coventry; R. A. 
Wien. t dorley, Surrey 

PASS.--C. L. Adams, East Barnct, 
Herts; Miss J. W . & ; 
D. R. ¢ larke, Morecambe; K. G. Dale, 
E. Cosham, Portmmouth; P. W 
Seedficld, Bury; T. R. 
Gleadiess, Shefficld; R. C. Goodchild, 
Bramhall, Cheshire; G 2. — h, Leeds; 
S. F. Harding, Lond ), R. ne 
Hogan, Kings Heath, 


Mack, Stretford, Manc = i 3 
Nicholls, W. Croydon; A. Pearson, 
Kings Park, Glasgow; Miss E. C. M 


London, . vn - 
borough, Shemhatae He L. “Besta Purley, 
Su. F. P. Swindells, Altrincham, 
Cheshire; G. K Thompson, Bromiey, 


Kent; H. K. Tomlinson, Gorton, } - 
chester; J. E. Ware, W. Ealing; I. L. 
Watson, Hamilton; R. J. M. Wedd, 


Stratford-on-Avon. 


DIVISION A AND B 
GOOD _PASS.—G 


stow; R. A. Rycroft, Bognor Regis; 
E. Stacheg, Swindon; F. Stillwell, Friern 
T. Taylor, Brentwood, Essex; 


Barnet; 
A. Walker, Horsforth, nr. Leeds 


GOOD PASS IN A AND PASS 
IN B.—Miss M. E. Mieville, $.W.7; 
dD. E Thornton Heath, Surrey; 
J. Thrower, Burton-on-Trent, Staffs. 


GOOD PASS IN r AND PASS IN 
A-—R. D. Bandy, Colchester, Essex; 
R. J. Clarke, Hanwell; G. Cole, Clapton; 
. M. Hayward, Fines, Middlesex; 
G. C. Kuhles, London, W.C.1; K. M. 
Jozefowicz, Streatham Hill; R. J. D 
O’Hea, London, $.W.1; T J 2 
London, N.1;_ T. 


Robinson, s 
"Sowa, London, 


Woolton, Liverpool; J. F 
S.W.10. 


PASS IN A AND B.—D. A 


eee 
Croydon, Surrey; A. R a mo Iiford, 
Essex; C. C. Kerridge, Chadwell Heath, 
Essex; J. C. Palmer, Ewell West, Surrey; 
F.G cll, West Worthing, Sussex. 


Other results in the Inter- 
mediate Divisions are: 
DIVISION A AND B 
PA DIVISION A ONLY.— 
Ss. —_ BK N.W.3. 
DIVISION A 
GOOD PASS.—R. G. Allan, Burn- 
ham, Bucks; J. M. Banister, Upminster, 
Essex; Miss S. Beckett, Higher Bebi . 
ae G. M._ Bergmans, Elchemn: 
S. J. Carter, U t Holloway; Miss A. M 
Castle, Merton Park; E. W. G. F 


Bray, Bucks; P. J B. Clark, Hyde Park: 
R. J. Cowen, London, W.3; J. B. Cuthbert, 


ing; G. K. Darnell, Prenton, Birken- 
head: L. L. Durrant, Thornton, Bradford; 
be P. —_——— London, R. W. Good- 


~'—s 2a -Tyne; 


D. Pp Hal. Chineford J Hayes, 
Wolv } » Hammer, 
smith, C. R Hick,’ West Didsbury, 
Manc er; Miss M. C. Hill, Solihull, ar 
1 ; P. Hutchings, Melksham, 
Wits; G Jamieson, Live: li 
A. Millington Bromicy, ent; 
D. B. Newcomb, West Denton, New 


castie-on-T yne; B. B. Palmer, London, 
S.W.7; D. Pearson, Kings Park, Glasgow; 


(Cc i d on fr it page) 
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ADVERTISER'S WEEKLY 


(Continued from page iii af cower) 
: " 
oe oe ee cM APPOINTMENTS WANTED [RM BUSINESS OPPORTUNITIES 
Carshas ey; L ya ASSISTANT ADVERTISE NAGER | LONDON fered to 
: 3 : VL , Reigate, | MA representation — offer 
or ape gg! Surrey; A “ = Kent, Gb, a ‘Nat nal Atveninen now pubimhers Adverting sod of Grow 
: K. N. Belton, Kidder Worcs, W. Smith, North H Newcastie-on- y for next rene. Genuine worker lation.  Opporweiy for Provincial 


Box 210 Ad. Weekly 180 Fin: S BOS 


TIME FOR SALE 


44 Bunions (Cinee wee. | CLASSIFIED ADVERTISEMENTS 


Terms. e 
Box 219 Ad. Weekly 180 Pleet St BOS 


UL, 5.W.1; J. A. Hovell, Highgate; 
H. Hughes, Sheffield; v Jackson, 


wone Central 711 


new TAL ARTIST wishes to share 


umberiand, ( Coleman, ; Lines; H.  Whittam, Stanmore, 
o A. Crouch-Smith, Burton in Wirral, Middlesex; D. S. Wightman, Manchester; Creative Designer and Typographer, Pesieaien facilities available for 
é Cheshire, D. J. Dellow, Wandsworth 1}. D. Wilson, Kensington, A. P. Wood, in eanadianen eliuashin cassia established — monthly 
Common; E. Dewar, Newcastle; J. W. T. a gy om Manchester, GL. — pengr aig ue Dear Octavo approamately 
“ui Eley, South Norwood; K. F. English, rightson, Croydon, C. D. Young, time or free lance to any organisation $e ue 46 pages with « run of 20 0 
“ Hendon; K. R. Etsom, West Hampstead; en, Deen wae D requiring a high standard of presenta- 40,000 Fullcst particulars to 
. z gg are, ee oo Ge paied of et study. ‘The selene tion at a reasonable price Gc. \ yom LTO., Printers, 
recth, Elm P. Essex; B. Gilroy, calls for « four-year course; Division A First Class and refer jrove ome Rend, 
Hounslow EB. Gr to first-year , Division B to available, Reply in full confidence to -y- 
Hall Green, Bir W. M. Gruby, year to Telephone: LEY 1164 
spaten. W.6; EB. J w } Bex 235 
oy ? Advertiser's Weakly, 180 Plast St., 6.0.4 
Miss M. Hately, » w ° 
W. Hewison, Pelton, Co. Dur Muss Cc L E— LA w D ACCOMMODATION 
2 ° ¢ Hulme, Cheshire; 1 ANE AN ADVERTISING 
Hogarth, ‘Blackpool; J. D. Holmes, 


Glasgow; - Olsberg, W estcliff-on-Sea, 
Essex; RK. Pattinson, Bardsey, nr. Leeds; C. Ase 


service in Burmingham areca 
B. Nan Eccleshall, Sheffield; ————— connected with Advertising 


b. Philipson, Moston, Manchester; D. FreeLance work compiling cate- 
B Herts; X . logues house § 86 journals, Producing 

iF... wo Fo RAB. BOL T ON ames campaigns, rough layouts, 
tora 


MANA for ll years with one Grm aa STUDIO SUIT FL arti, Mol 
and was previously Assistant Advertis- hor Ph 
| ee a for 5 years with another com 


ley, Kent; F. A. Johnson, Harrogate, — eR pn hE ot. sudio sad phote. Fleet St. ame if 
s; D. Jolly, Lor t, Manchester, pieces made be sudied panidic 
AL 9. by AM. Joseph, Con ee ae and in the ig | for many years and am om 252 Ad. Weekly 180 Fleet St BOS 
sea, e; 1. M. | | best traditions of - oe nee tay | know my | REQUIRED BY FREELANCE ARTIST 
Keown, Greenock, Renirewshire; C. functionally and visually. the tollowing. ms Oe Ce a room or two, W.1, of W.C, district 
Lebrun, Lee; R. J. Lee, Sow ; _ = os Aévertainn Memon « Write to N. A. 47 Blandford Road, 
W. Lewis, Chatham, Kent; J. J we. W. CLELAND LTD Accounts "hescusve at £1,000 pa 
ion, Harrow Weald, Middlesex; ~ 2 B. A working part-share or post with TO Ler & Storage. building of approa 
A. H. L. Leonie, Bast Sheen; J. F. Neill, STAPLE HOUSE, HOLbern 252! a run-down or newly formed agency 33.000 ft.. om two floors, including 
Liverpool; J. A. O'Hara, Cambuslang, CHANCERY LANE, W.C.2 & BELFAST or offers for forming an advertising rooms tor we a: Offices Situated 


NW London wre 
ncies for all supplies and services Dortand’s, 18 Regent Surect, 5.W.1 


matter +" = letters. 


176 Ad. Weekly 0 Peo x BCA Colour «@ Monochre or 


cory, LAYOUT AND DESIGN Labels, Siationery, cx produced in 
Ideal Press (Sb Ltd. Proprictors every Thursday : Handing Brocoures and Pack- thelr own works, would like to comact 
and publishers of newspapers, bul.cuns, VICTORIA .'sT. .. BOLTON aging. etc. Call Booth's Park 1990 —_— -— ae whe are is sone 
books. Nominal capita! £5,500. Directors Tel 4742 (2 tines) CREATIVE ARTIST, with jong experi- a A ulles 
W. W. Goulston, R. C. Procter, B. La- : 118 Holborn E.C.4 cme in technical and engineering sub- poo é speedy ay memes 
moue, G. E. Harwood and A. D. P London Hugh - jects, airbrush specialist, retouching, I —~An ie . 26839) 
Campbeti Chancery 8752/3 lettering, desugn, would like free-iance ondow: 14 storia Street, S.W.1 
Idea) Press (Industrial) Lid. Proprictors with firsi-class (Vie 0663/4) 
and p of repent bulleuns, SS _ Box 239 Ad. Weekly 180 Fleet St BOS YORESITES SILK SCREEN PRINTERS 
books. Nominal capital £ ). Dwectors: “1” } ih McCormick machine in addition 
W. W. Gouiston, R. C. Procter, B. La- 1 ese a ag eg ge Them, to usual facilities have some produc 
motc, G. E. Harwood and A. D. P studio. Tel. SHI 2062. ad tion capacity avaliable for regular of 
Campbell sa eeaetas ited FOR SPECIAL Box 202 Ad. Weekly 180 Fleet St BCS continuous business Enouiries wil! 
. B. Payne Lad., . be . nGSs . h med pereonal response 
S.W.1. Publishers, booksellers, Nominal TOP LINE ILLUSTRATOR of techni- Bon 204 Ad Weekly 180 Pleet St Bd 
oo £1,000. Directors: H. Patley and Gpocea lasts me we and figure subjects, te- | - 
ws M. B. Payne wares of par me appointment. 
4 Lond. R ~ on be sein ATTS 110. Bon tis Ad. Weety 180 Pleet St BCs VaR ane Wevvee 
oodon Road, Croydon, Surrey. Nom- * ly " 
nal capital £1,000. Directors: M. Hart sOUNS, son & W WANTED: FreeLance Artists capable for the printing of the Great 
and Jeanne Burley 2-4 EPWORTH ST.,LORBOR, of producing really firm class sketches Yarmouth and Gorleston-on-Sea 
rene Led., Chalmers rege (reree lines! for box tops, cartons, etc. Must be Holiday Guide for 1951. Closing date 
House, 43, Russell Square. W.C.1. Noms mONerc® exceptionally good at children’s faces A 21, 1950. 
nal capital £1,000. Directors a ead tetavinn, Pheas: Poner's uges 21, 1 Specification from 
p M. Blatter, J Dre Ss. V Meyer. Bar 2262 Joon A. Kinnericy, [rector of 
D. Sharpe and Schumacher a Entertainments and Publicity, Infor- 
Bostoe Displays Ltd., N h House. ’ FIRST CLASS STULL LIFE Anis : 
+ 13 Soaaeee Place NC 1. To G R A N T L E » 4 s required, free-iance mation Bureau. Great Yarmouth. 
é undertake the design. layout, cutting FOR 212 Ad. Weekly 180 Fleet St BOS 


construction, maintenance or disposal of 


Legal and STAN DARD Extibition denigning Miers to LETTERPRESS, OFYSET, GRAVURE 


| anguages Dugdale Print tea 
122 Wardour Street. London 


Gazette THE LEADING FREE LANCE SERV Seca Wt 
New Companies —, WEEKLY © CES offset and letterpress, specialixing in 


Showcards. Cutouts 


exhibition and display stands. silk screen L ° N D °o N T H E AT R E 


siderable capcricnce and some capital 
i printers. Nominal capital £100. Direc- TECHNICAL ART wishes to Durchase active imerest in 
tors: S. W. Hague, 5. Dans and FW | PROGRAMMES A SPECIALIST team design technica! py Bg — 
(The above-mentioned partieviars of There is no better reminder media jy ~ FH RE A we..e.. zo. 
tahen trom the Osity Regiater complies | S25 PICCADILLY W.I. REG, 2554 AWAY & EXPLOD fy ‘Baawincs BU a 
LONDON LETTERPRESS PRINTERS 
, hy i AND an CHING will bave capecky in autumn for 
Agen w.e _Qneteery Lane weekly oF a ¥ Quarto periodical 
Londen, cueavens wm Adversonr's Wer, 108 Piet 8 6.64 with 10.000 


DISSOLUTION OF PARTNERSHIP “PERSPEX™ 


EMMANUEL Jackson and Jack Stivers. 


1950. All debts by Jutian Maver 


Lambe Robinson Lid. formerly with = capable of Further details 
the Daily Mirror, and previously adver- A TOTYPE-— of course] apply. Arthur Eaves, Chartered 
fs Accounts 


Box 153 Ad Weekly 180 Pleet St BCS 


vothng Con homey Tous. 31, York Peon tion "Tree BUSINESS OPPORTUN SALES AND WANTS 
Piace "Leeda advertising —- 8% July = Se 7, U ITIES 


' 
: ORBEX PLASTICS 12 in. STEEL PE Rules, rustion 
Geawr, accountant, 63, Great George BUSINESS OF a -w CON. | 7. Folding Steel % 6d f 
Street, Leeds a Buxton St., London Rd., Manchester, | TRAC | oe > 
4 Tel: Ardwick 1051 = "aoe a clas, | Lid. 41 Parringdon & E.C4 


Mr we Lamas. managing director of | ——————__—_i. mock-intrade. ‘Good connection, | SPECIAL ANNOUNCEMENT 


of Cr & Blackwell Sev ‘ 
igs left at £088 gros Gis 158 tg ct ¢ a. a chester _ x Svscaectr ge Bag) Weeki, : yy anda or 
F a s itam OmaeTs 
eects a —-< P. and principal } DISPLAY mo Your display Advertising 
inonehne Wait Sete EE | COLOUR RETOUCHING | Zomm ces Doran ctaupe | 0, oucecaies Sern 
aes S. <2. Gum, LS Se __ by expert craftsmen | Iabels, book covers wc. designed od | | be the next issue pk 
ok the aNCS tek Dai od som. The Aveotype Co. Led. Brownlow Ad. — if required) by expert artist these services. ci 
orthcot : "Phone : 2691 original ideas. 
¢ a Londen, Wv.t3 nes Box 229 Ad. Weekly 180 Fleet St BC4 | 
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CLASSIFIED ADVERTISEMENTS | 


COMMERCIAL 
ARTIST 
required 
for Printing and Box- 
making factory. Salary 
£1,000 — £1,200 per 


annum, for first class 


man with ideas and 
experience. 
APPLY 
Box 218 
Advertiser's Weekly, 180 Fleet St., E.C.4 


AGENCY, SPECTALISING in teapnical 
advertising has vacancy for first-ciaws 
layout § artiet Ability to , 
lettering, slick roughs and some finished 
work ewential. Details. etc. to 
Box 132 Ad. Weekly 180 Fleet St ECs 

YOUNG WOMAN, age approx. 20 or 
over, required for Copy/ Despatch dept 
of London Agency. Previous experience 
not ewential. Good salary offered and 
holidays for this year will be con- 
sidered. Write fully including age, ox 

rience, if any, and salary required to 
ox 130 Ad Weekly 180 Fleet St EC4 

ARTIST—Loadon Commercial Studio has 
a further vacancy for a good all-round 
general artist Not lettering Idea! 
working conditions and good salary to 
frst claws man Holidays considered 
Write stating experience and salary re 
quired to 
Bos 129 Ad. Weekly 180 Flert Si BC4 


APPOINTMENTS VACA 


PRODUCTION young man, age 20/21 
with previous Agency cipermme re 
quired by London Agency. The position 
offers good opening and salary. Holi- 
days would be considered. Write fully 
age. experience and salary required to 

4 


Box 127 Ad. Weekly 180 Flee: St BC 
LAYOUT—London Advertsing Agency 

has a vacency for a firs class Layout 

Artist Position carries high salary and 


only experienced men seed apply. Holl- 
days would be considered Write in 
confidence ating age, eaperience and 
salary required to 
Rox 128 Ad. Weekly 180 Pieet St BC4 
JUNTOR ASSISTANT (Malic), required 
for Publictty Department of Petroleum 
Company Aecd 22 w 25 he should 
have experience of Advertising routine 
and production in all fields. Advance- 
men will depend on ability, initiative 
and willingness to be generally useful 
Apply in own handwriting stating 
experience cma required and when 
free to sta 
Box 217 Ad Weekly 180 Fleet St BC4 


WEST END AGENCY 
requires another artist with first class 
Layout, Visual, Typography and Letcer- 
Write in confidence 
(Production Depart- 


ing experience 
to Erwood’s, Led 
ment) 


211 PICCADILLY, LONDON, W.! 


PUBLIC vas # PA) tae required by well 
known Enginecring firm 

M ast mae -— previows experience 
giving full details Of age. qQuali- 
experience and sa‘ary 


Weekly 180 Pleet St EC4 


w.c2 


publications. 


a ment. 


Leicester 


BRITISH TRANSPORT 
COMMISSION 


Applications are invited for the position of Head of the 
Sales Section of the Commercial Advertisement Division 
at Cranbourn Chambers, 


Square, London, 


The successful applicant will be responsible to the 
Commercial Advertisement Officer for the sale and sales 
promotion of commercial advertising space on all the 
properties and vehicles of the Commission and in their 


Commencing salary £1,000 per annum 


Applications stating date of birth, previous experience, 
present post and salary, together with any other relevant 
information including the names of two referees, should 
be sent to the Principal Staff Officer, British Transport 
Commission, 55 Broadway, London, $.W.1, to arrive not 
later than 15 days after the appearance of this advertise- 


The selected candidate will, where eligible, be required 
to join a contributary superannuation scheme and in this 
respect to comply with whatever provisions are decided 
upon later for the staff of the Commission as a whole. 


*Phone your Classifieds 


‘ 


RETOUCHING 
ARTIST 
Required by Studio of 
Advertising Agency 
384 hour week, full holiday 

and sickness payment 
scheme. Salary £500—£750. 
Interesting work, excellent 
conditions and permanency 
offered. 


confidence to 


Write fully in 


Box 179 
Advertiser's Weekly, 160 Fleet St., E.C.4 


SHORTHAND . TYPIST . SECRETARY, 
aged about 18, required by 
mem Manager of monthly 
published by well-known Ficet St 
group of magazine and book publishers, 
Commencing salary i5 
Box 227 Ad. Weekly 180 Fleet St BC4 

LONDON PUBLISHER offers position 


requiting sales, circulation, advertising 
expenence and organising § ability 
Excellent prospects. State age, details 


of carcer and salary expected 
Box 207 Ad. Weekly 180 Fleet St EC4 
A AN OF DRIVE, IDEAS AND 
INITIATIVE is offered opportunity to 
promote sales of well-known product 
State persona! experience, understand- 
ing Of merchandising techniques and 
ability to organise office and field sales 
staff Would suit good executive or 
assistant sales manager. Fuilest particu- 
lars, please, to 
Box 211 Ad. Weekly 180 Ficet St BC4 
A WONDERFUL OPPORTUNITY for a 


oung Man with Agency experience 
to join an old establishe Agency 
ccialising in Mail Order Advertsing 
He would be required t adapt himecif 
t© all the routine of a small Agency in 
Particular the preparation ot Mail 


Order Advertisements Write in con- 


fidence giving age experience, salary 
expected, ct 
Box 214 Ad Weekly 180 Fleet St BC4 
PRODI CTION Young assistant—male 
or femaic. fequired two handle produc 
tion of advertisements and print in busy 
department of London Agency This 
i a fine pening f an ambitious 
person who, if he she has the 
aptitude, can grow with an expanding 
once Write stating age. experience 
and salary required 


Box 156 Ad. Weekly 180 Fleet St BCS 


VERY PROGRESSIVE FIRM of Toy 
Manufacturers requ ire 


work and versatile in al 
mercial art and design 


forms of com 
must have good 


knowledge of packaging. display, letter- 
ing. catalogue work and reproduction 
processes excellem opp nities of 
advancement for right man: ideal con- 
ditions; modern factory: canteen Full 
detalis past experience, salary required, 
et to J. & il Randa Ltd Merit 
House, Potters Bar, Middlesex 
| ADVERTISING MANAG ER required 
fully experienced all technicalities of 
Advertising and Printiag competent to 
comrol Department f laree London 
Store. Campaign planni ne. space buy- 
| ing advertisemen lay 
compiling and ® ' 
ont 


of Departments 
sytem and keep 
mental costs. Write in confidence giving 
full details of experience. qualifications, 
salary required to 

Box 216 Ad. Weekly 180 Fleet St BC4 


records 


to CHA 8844 (Ex 23) 


Jury 27, 1950 


APPOINTMENTS VACA 


NEWMAN INDUSTRIES 
LIMITED 
have vacancy for 


PUBLICITY OFFICER 


with adequate experience. He 
will be required to work with 
Advertising Agents, supervise 
small printing department and 
preparation of technical and 
sales literature, etc. 

The position offers consider- 
able scope. Age limit 40. 

Applicant should write in 
strict confidence giving full 
details of experience, previous 
salary, age, etc. to Newman 
Industries Ltd. (Ref. E.W.) 
Engineers, Yate, Bristol. 


A KEEN ADVERT SALES- 
MAN for London wamed by leading 
bi-monthly journal 20 per cemt com- 

Permanency and excellent 
future for one who can sell and build 
up jourtal which is best of its kind. 
Scope unlimited 
Box 231 Ad. Weekly 180 Fieet St BC4 

EXPERIENCED LAYOUT. ARTIST 
required for Publicity Deparument. 
Must have ideas and be able 10 prepare 
layouts to presentation standard. The 
job w permancm and pensionabic. 
Write, giving experience, age and salary 
you require to 
Box 240 Ad. Weekly 180 Fleet St BC4 


Are you in the top 
flight of 
FREE LANCE 


ADVERTISEMENT 
CREATORS 


with an unusual flair for both 
copy and design? — if so, one of 
London's leading Agencies hand- 
ling National, as well as a number 
of subsidiary accounts with 
possibilities worthy of develop- 
ment, would like to make con- 
tact with you, the desire being 
to employ brilliant men with a 
wide and varied outlook. 


In the first instance write in 
confidence mentioning adver- 
tisers at present served and 
indicating any campaigns in 
current operation, with a brief 
history of experience. Do not 


send specimens. Write 


Bex 208 
Advertiser's Weekly, 180 Fleet St., E.C.4 


AGSISEANE aay RED ‘malic oF 
‘emaic). for “Copy” distribution depart- 
a of Fleet Street Agency Good 
wospects. Give details of experience to 
206 Ad. Weekly 180 Fleet St BCS 


RATES: APPOINTMENTS VACANT %. per lise. APPOINTMENTS WANTED 
2s. 64, per line. Display pane! 30s. per ch. AS other classifications 3s. 6d. ger line 3 
7 Divptay panel 465. per inch. Minto tree lines. Each line consists of average of | A 
Pe 24 letters, ignoring space. Sox suathber counts as cue line and ts to be paid for. 
- Additions fee of 9d. & charged for use of Box Office. Series discounts: 24% on 7 | 
2 insertions, 5%, om 13, 18%, om 26, 15%, om S2. All advertisements for less than seven | pe 
insertions MUST BE PREPAID. Addrew: “Advertiser's Weekly,” 180 Fleet Street, 
oe Leadoa, E44. ‘Phone: Chancery 8644. 
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Jury 27, 1950 


APPOINTMENTS VACANT § 


LETTERPRESS 
PRODUCTION 


National Advertiser (London) 
requires a capable man to 
contro! the Letterpress Sec- 
tion of Advertising Depart- 
ment Applicants should 
possess a thorough knowledge 
of commercial typography, 
process work, print and paper 
buying. Administrative ability 
and a methodical aptitude to 
deal with a wide scope and 
volume of work are essential 
qualifications. An appreciation 
of sound commercial art in- 
tended for line and half-tone 
reproduction would be a 
great advantage. Preference 
will be given to a man of 
30-35 years Commencing 
salary £450 per annum. Super- 
annuation and excellent pros- 
pects. Write Box AW 590. 


L.P.E. 


110 St. Martin's Lane, W.C.2 


COPYWRITER are LAYOR iv ARTISI 
with practical a ising cxpericnce to 
super cand «x rand Art ai pearime tt 
of large n proces youse in Norh 
West London Must be capable of 
comtacting sstomers creating ideas 
writing copy and seeing work through to 
reproduction stage An imeresting 
prog : and we pail job for thc 
Hy na Full details in writing t 

wim. Honeypot Lane we 

LETTERING ARTIST wanting t© carn 


more per annum, plearc 


tact 
200 Ad. Weekly 180 Fleet St BC4 


McCANN-ERICKSON 
ADVERTISING LTD 


REQUIRE ANOTHER 


LAYOUT 
ARTIST 


WRITE 


110 JERMYN STREET, S.W.1! 


Whitehall 5411 


naAre OR WOMAN to tke charge 

order de partment of Ficet Street 
yf mmediately Typing 
jgc an advantage 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


ADVERTISEMENT REPRESENTATIVE 
APPOINTMENTS VACANT cod, Tochaieel de "e 


THERE 18 A VACANCY at Everett's 


for an amistant in the «pace buying 
department The successful applicant 
will have at least two or three years’ 
experience in & similar capacity and « 
fai tor figures. Write full details please 
wo Mie G tL Higgs, Everett's Adve 
Led.. 10 Hertford St 


GENERAL LITHOGRAPHIC ARTIS! 


who & a good letterer required tor the 

tin boa trade Those imterested should 

apply in writing to the Personne! 

Departmem. Reckitt & Colman Lid 
ne. Hull 


SHORTHAND-TYPIST required to twain 


secretary to advertising manager of 
fashion house Must possess initiative 
and sense of responsibility Pos vacent 
September | os some Commencing 
salary €5 105. 

Box 230 Ad Weekly “180 Pieet St BC4 


CARLTON ARTISTS 


Cariton House, Gt. Queen St.W.C2 


LIMITED 
require 
THREE 
experienced 
LETTERING 
ARTISTS 
3 - 5 year 
contracts 
offered 


telephone or write 


HOL. 4041 


a 


rt 


INDON PHOTOGRAPHIC STUDIOS 
specialising in colour but with full 
lacqhues for fashion commercial and 
sull work require live representative 
Full particulars age, experience, salary 
before imerview to 

Box 203 Ad. Weekly 180 Pleet St BC4 


BILLPOSTING INSPECTOR required for 


London area able w drive car. 
Koowledge of London an advantage. 
Age mot over 35 Training given 
Apply by letter, giving full particulars 
and salary required, w 

Box 225 Ad. Weekly 180 Fleet St BC4 


COPYWRITER & IDEAS MAN required 


by book publishers to pian and carry 
through saics-promoton c from 


Textile, Machinery < 
imdastr nes Candwiates showld be in 


TWO PRODUCTION re ie ae ae ae ee 


Remuneration by Salary. Commimion 


ASSISTANTS hos 110 Ad Weekly 180 Fleet & BCS 


CATALOGUE ARTIST :cqwred for Pum 


with 2 or 3 years’ all- lc tty Deparment of Engincering 
Organisation. Must be fully conversant 

round agency experi- i the class of work and capabie of 
Photograph retouching On free 

ence of Production, “4s applicant will bh comsdered 

required by first class Write, stat full detais to Labour 
Manager, Rubery Owen A Co, Led 

London Agency Dartason, S. Staffs Code No 
2T Mark Labour 

Bos 213 


Advertiser's Weekly, 160 Fleet St., £.C.4 PERSONAL 
A YOUNG MAN with « genera! know 
ledec of Advertising i» required for the 
Progress Deparument - ” Geaenweed wa BON os me Please contact thc 
Advertising. Apply to rsoanci Man * ees Ad eekly, CHA S844 Ex 
2 


ta 47 Salisbury Cour, Fice: Street 
C4 


emma APPOINTMENTS WANTED 
Units by Mai yy f Rug-mating 


for a Sa'es Promoti Manager Exper) YOUNG MAN with journalimtic and 
ence im Mai ' methods and agony caperionce secks pow as jug 
te iniques & essen Excelieom salary Cuppy eric Salary secondary wo god 
conditions attach t the post proapects 
Application. which must be made in Hon 45 Ad. Weekly 180 Fleet St BCS 
writing. should give full details of EXPERIENCED PHOTOG 
. OGRAPHER who 
to me d ~e Ma ond Ue acer con ro Out supernor work Unchaling 
Oo Me “vcneral eo colow) most Dranches (own equipment), 
LAYOUT. Experietice Layout, Artist Box 237 Ad Weekly 180 Fleet St BOS) 
Knency. ckperience ‘coscntial “ies! COMPLETE PHOTO SERVICE available 
Working Conditions permanem position ie Quality and reasonabiel 
= a £°50-4800 per annum. Write tc. 238 Ad. Weekly 180 Pieet & BCS ‘ 
Box 214 Ad. Weekly 180 Fleet St BO4 COMMERCIAL ARTIST requires proces | 
work (ine. tone and colour) Letter 7 
Me specialist Finehed work from your 
w E N «otour roughs. 
EED Box 235 Ad. Weekly 180 Pleet St BOSD 
ASSISTANT PRODUCTION MANAGER 
A ft A ~™ desires position with Central London 
Book Publishers Kaowledge and = 
yo mage Pring Processcs bindina 
locks cost catimating ' 
of outstanding ability, as space | | pox 201 Ad. Weekly 180 Flect St BCS 
seller to handle a unique and ALL ROUND ARTIST Of Paper 
valuable publicity project al- enced agency. leyout, letterime typos 
raphy. artwork aff media. socks pow 
ready approved by many von, preferably publishers printers. etc 
leading advertisers. Pleasant Box 199 Ad. Weekly 180 Fleet St BC4 
conditions and generous re- ar a wens PUBLICITY MAN 
AG large) «6cngineering «company 
muneration Apply with deniees London pot Residem 
particulars of experience. minutes London, but present 
wde daily travel Suitable sock 
GENERAL SIGNAL tion unavailable near office 
| accemt lower salary for permanency 
AND TIME SYSTEM rege A Rox 22) Ad. Weekly 180 Fleet St PCS 
73 Great Pocer St., Londen, S.W. DO YOU, A BUSY ADVERTISING 
MANAGER, want 6 hard-working. keen 


YOUNG LADY with Agency cxperience youss os ~ wed Three years’ adver 


to assist Studio Manager on the cerical ae oe aa et 

side. knowledge of art work and blocks Box 220 Ad W cekty 150 Plest & PCA 
an adventage Iypewriting ewential " 

Box 236 Ad. Weekly 180 Fleet St BCS | (Continued on page 175) 


start t© finish. Exceptional opening and 
particularly interesting work for 4 man 
under 35 with the right sort of caperi- 
ence. Salary £500-4600. Write fully, in 
strict confidence, to 

Box 228 Ad. Weekly 180 Fleet St BC4 
LLY EXPERIENCED ASSISTANT 
required mm Advertising Departmen of 
large Engineering Company in Cardiff 
arca Particuiars and salary required to 
Box 91, CRC, 29 Hentord 
London, W.1 


YOUNG MAN required a5 Assistant in 


— ty Dept. of large ron and Steel 

Must be a practical man with 
Soeadl in Enginecring and Industrial 
subjects Apply in writing, giving full 
details of age expericnce and s@ary 
required to PUBLICITY MANAGER 


Cox AND DANKS LTD Sapa 


House, Park Royal Road, N.W.10 


A LEADING AGENCY require * male 
assistant aged shout 24 for the Pro- 
duction Department Applicants must 
be fully conversant with the ordering of 


blocks and setungs Send full particu- 


Box 209 Ad. Weekly 180 Pleet St BC4 


aa pag a JUNIOR wanted in «4 
t End 


i 


} 


Technical Agency. spec alising 
in < your Work To maintain produc 
tion records and be responsible for 
Voucher checking 5S day week 
Box 242 Ad. Weekly 180 Fleet S& BC4 
NIOR ASSISTANT (about 20). for 
Publicity Department routing work in 
large N. London enginecring concern 
Some experience preferred and willine- 
fess tO work hard Age. eaperience. 
ambition. salary to 
Box 192 Ad. Weekly 180 Pleet St BC4 


TENDERS 


BRIGHTON & HOVE OFFICIAL GUIDE 1951 
PRINTING 1G CONTRACT 


The Brighton and Hove Corporations invite tenders 
for the printing of the Brighton and Hove Official 
Guide 1951 


Copies of Tender Form and Specification can be 
obtained from the Director of Publicity, Brighton 
Corporation, Royal York Buildings, Brighton 

Tenders in sealed plain envelopes, endorsed 
“TENDER FOR OFFICIAL GUIDE" in the top left- 
hand corner, but not bearing any name or mark 
indicating the sender, must reach the Town Clerk, 
Town Hall, Brighton, |, not later thon 10 a.m. on 
Saturday, 26th August, 1950. 


J. G. DREW, JOHN E. STEVENS, 
Town Clerk, Brighton Town Clerk, Hove 
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ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


KNOWLEDGE is an indispensable tool of the adminis- 
trator’s trade. The Times Review of Industry provides 
the business man in this country with an expert and 
detailed information service. Month by month it 
records the progress of all the major industries of 
Britain, reports all important technical developments, 
actual or impending, at home and abroad, reviews 
market prospects, factory problems and commercial 
practices, and analyses current trends the world over. 
The authority and practical value of The Times 
Review of Industry are recognized by all who are con- 
cerned with the conduct and administration of British 


industry and trade. 


ap 


TUE <A@A% TIMES 
AND ITS COMPANION 
PUBLICATIONS 


LITERARY SUPPLEMENT 
Every Friday 
EDUCATIONAL SUPPLEMENT 
Every Friday 
THE TIMES BY AIR 
Daily 


WEEKLY EDITION 
Every Wednesday 
REVIEW OF INDUSTRY 
First Wednesday of Every Month 


THE TIMES SURVEYS 
Occasional Publications on Matters 
of National Interest 


Tuurspay. Jury 27. 1950 


(45/- overseas) 


STOP PRESS 


GUY MOUNTFORT 
LEAVES H.0.B.M. 


Hewitt, pr. 


announce 
ph hs that Guy Mounifort, 
ir London represeniative for 
has had 


to 
resign owing to increasing pres- 
sure of work as direcswor of 
Mather & Crowther Lid. 


Kingsway, W.C.2. 

Mr. Lioyd will succeed Mr. 
Mountfort as the company's 
representative on the Advertie- 
ing Advisory Council of 
Dollar Exports Board. 


“MIRROR” 4,566,930 
DAILY AVERAGE 


FESTIVAL : PRODUCTS 
WANTED BY AUGUST | 


are most proud to 
Council of Industrial Design. 
Selection of exhibits has started, 


outstanding prod 

industry snould be overlooked. 

It cannot guarantee that sub- 
missions received after August 

1 will be considered 
Photographs and material 

should be addressed to Chief 

Industrial Officer, Council of In- 


ALDWYCH COMMITTEE 

Aldwych Club committee elec- 
tions: J. T. Patterson and A. W. 
Newton —_ members); H. 


“Bath & Wilts Chronicle and 

Herald” evening edition last 

ported visit to Bath 

Churchill, who 

reedom of 

— Ceremony at 12.30 p.m., 

y in Mr. Churchill's hand at 

p.m., comers, See and 
seven ures. eekly 

Pieyeckly Chronicle 


Published by the Proprietors, ey PUBLICATIONS, } od 
July 27, 1950. Printed England by Staples Press 
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